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Abstract 
This paper explored the Danish Basketball Leagues (BL) professionalism and opportunities for 
growth moving forward. A micro economic review determined a small but growing basketball 
subculture in Denmark that has led to consistent growth in attendance for the BL. Interviews 
with high level employees of the BL exposed problems with access to resources and 
organizational efficiency. Using resource dependency theory and resource capacity theory we 
were able to determine that the league is a two tiered league with profound differences in paid 
workers, revenue, and overall event quality. The overall brand identity of the league as well as 
its ability to entrench itself within its brand community was determined to be hampered by the 
inequality of the league. A theoretical model exploring the effects of redistribution, were 
investigated alongside their use in the National Basketball Association (NBA) to help frame 
concrete recommendations for the BL to pursue in order to improve professionalism. Our 
recommendations include luxury taxes on foreign players, hiring a liaison to work with the lower 
earning clubs as well pursuing league wide sponsorship.  
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1 Problem Area 
1.1 The Subject 
This paper is concerned with the development and functioning of the premier Danish basketball 
league as well as Danish basketball more generally. The best Danish basketball league is called 
Basketligaen (BL), and the popularity of the sport in Denmark has been growing over the last 
several years. This paper will look into the current state of the BL as well as explore 
opportunities for further growth in the future. The construction of the paper is to first offer a 
close examination of the structure of the BL, highlighting the successful aspects of the League’s1 
administration as well as demonstrating its flaws. We next explore various ways that Danish 
Sports and basketball leagues from other countries have built up a brand identity and loyal 
supporters, noting aspects that could potentially aid in the BL’s long-term development. At the 
conclusion of the paper we outline several recommendations for remedies to some of the major 
inefficiencies we have identified within the structure of the league in order to advance the 
popularity and profitability of Danish basketball.  
1.2 Problem Structure 
The Danish basketball league is the only elite2 competitive basketball league in Denmark. It has 
seen attendance grow since 20013 and now operates with 10 teams. To a large degree, the 
League lives and dies by the success or failure of the worldwide popularity of basketball, 
emanating mainly from the USA. This popularity is most notable through televised games of the 
National Basketball Association (NBA). As a small subculture with a fan-base and active 
participants which, in Denmark, pale in comparison to other sports like football and handball, the 
BL remains a relatively small league. It is best described as semi professional as it relies on 
volunteers and passionate people with a connection to the game of basketball, often from 
participating in the sport through organized clubs. As such, the financial situation of the BL is 
compromised by being only partly commercialized; however, the league is attempting to become 
more commercially valuable and ensure its future stability.  
This problem is essentially a planning problem, which “arises out of a need for action without 
knowledge about what to do”.4 This means that the BL needs to correct perceived inefficiencies 
without having clear knowledge of what remedies will be successful. Thus, the purpose of this 
paper is to gather information and to provide knowledge that can be used to guide reasonable 
actions the BL can take.  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 The League referes to the BL 
2 We will use the term elite as the league is only semi professional  
3 Appendix A, “Spectator numbers in the BL”, p28	  
4 Olsen P, Pedersen K. “Problem Oriented Project Work: A Workbook,” Roskilde University Press, 2011. 
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1.3 Interest 
Our interest in this subject can be traced back to two previous papers written by the authors. The 
first explored the viability of a system of redistribution to improve competitive parity and 
promote the interests of an entire professional sport league using the National Football League 
(NFL) as a case study. The practice of redistribution employed by the NFL was determined to 
help the popularity and financial prosperity of the league5. This is an interesting and anomalous 
finding, as it is largely counterintuitive to the competitive nature of sports teams and sports 
leagues. Our interest was further piqued during research for another paper, which sought to 
create a basketball event in Copenhagen. While researching this paper, we discovered growing 
popularity for Danish basketball in all facets of the game, including: streetball6, competitive 
league play, televised foreign matches, and the BL itself7. These two papers led us to believe that 
the popularity of basketball generally is growing among Danes and that, therefore, opportunities 
exist to take advantage of the natural growth of the sport.  
After talking with several prominent members of basketball in Denmark we realized that the 
basketball community had noticed these opportunities and attempts were being made to take 
advantage of them. The BL is working on increasing attendance and creating a product that is 
homogenous. The idea being that a homogenous event can be marketed to the general public 
through live attendance and televised matches. The BL is also attempting to create a more 
professionally organized league in the hopes of finding league wide sponsorship. A new vision 
created by the head of the Danish Basketball Federation8 (DBBF) and the BL, has singled out the 
League’s varied product as major roadblock in finding a league wide sponsor and marketing the 
League to increase attendance. Members of the BL typically view the lack of professionalism in 
the league as the primary cause of the lack of a unified product and, thus, of this roadblock9. Our 
central concern in this paper, therefore, is to test the idea that the BL’s professionalism and 
disjointed product are indeed barriers to the League’s continued growth, as well as to determine 
the causes of these problems and to identify potential solutions. We have been working with the 
DBBF throughout the course of this project, so we have structured the project to both ensure a 
scientific approach and to appease criteria given by the DBBF. The DBBF are interested in 
incremental steps that the league could easily understand and consider to rectify the situation. 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
5 Døssing J, Hoyer, D. et al. “Redistribution and Competition,” Roskilde University, 2012. 
6 Streetball is an open entry outdoor particular style of basketball played around the world. Copenhagen and other cities have also created indoor 
streetball courts, whereby members can join at will, in this way streetball has its own set of rules and play style that is different to organized 
basketball. 
7 Døssing J, Hoyer. “Basketball Youth All Star Game,” Roskilde University, 2013,p 14-17 
8 Translated from ”Dansk Basketball Forbund”. We will refer to this as the DBBF throughout this paper. 
9 Appendix B, “Basketligaen – Oplæg til udvikling af identitet”, slide 15, 21 
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This paper will therefore explore the problems of the BL, and feature a discussion about possible 
remedies.  
1.4 Problem Formulation 
What are the impediments to the growth of the Danish basketball league (BL) and why does it 
suffer from a lack of professionalism? What can be done to rectify this situation? 
 
Our problem formulation will be unfolded by investigating four research questions:  
- What can be said about the microeconomic market in which the BL operates?  
- What is the structure of the BL as an organization? 
- How does the league brand themselves? 
- What theoretical tools can be used to improve parity in a sports league?  
2 Methods 
This chapter explains what methods will be used to answer the research questions. It will also 
explain the paper’s epistemological and ontological stance, and outline our primary and 
secondary data collection. The chapter ends with a definition of how the term professionalism 
will be used in the paper.  
2.1 Design (Figure 1) 
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2.2 Operationalization 
2.2.1 What can be said about the microeconomic market in which the BL operates? 
In order to better understand the microeconomic position of the BL, we will perform a micro-
economic review. We follow the framework suggested by David Begg in “Foundation of 
Economics”10. His framework proposes analysis of market form as well as supply and demand. 
In order to properly perform this analysis, we have to first analyze what type of good the BL is 
selling. The product they sell is semi professional basketball and entertainment. We then explore 
basketball’s growth in Denmark as well as attendance in the BL and its competitors.  
2.2.2 What is the structure of the BL as an organization? 
By exploring the structure of the BL we can determine who the people are that run the BL as 
well as the individual teams and how they relate to each other. We will use a mix of theories to 
help understand the multitude of ways the BL functions as an organization.  
Resource dependency theory along with organizational capacity theory will be used to 
understand the behavior of the BL. These theories take into account the importance of 
multifaceted attributes to an organization and how organizations use these different features to 
accomplish their goals. In that way, when used together these theories can help us understand 
what these attributes are (organizational capacity) and how the organization uses them to their 
(dis)advantage (resource dependency).  
2.2.3 How does the league brand themselves? 
Using brand equity, and the modern sports related theories circuits of promotion, and points of 
parity, we will explore the leagues branding structure. Circuits of promotion and points of party 
are two modern marketing theories that can account for the unique world of sports, as well as the 
importance of brand communities and sponsorship.  
2.2.4 What theoretical tools can be used to improve parity in a sports league? 
We will look at a theoretical two team league, based on sports economics theory, and further 
investigate how the world’s best basketball league, the National Basketball Association (NBA) 
implements these tools. We will then have a discussion section where recommendations based 
on our findings are proposed.   
2.3 Epistemology and Ontology 
The study of sports is a complex subject that often follows general management principals. To 
complicate matters, sport leagues are almost entirely absent from textbooks. In our research we 
found that texts focus on individual teams and sporting events rather than leagues. This is partly 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
10 Begg, D., ”Foundations of Economics”, McGraw-Hill, 2009. 
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explained by the fact that leagues are comprised of the individual franchises or clubs that 
compete within the guidelines of the league, leaving the league itself as a leader through soft 
power, and in the case of the American sports leagues11, monopoly power over territorial and 
broadcast rights.  
This means that the study of sports leagues is often relegated to sport management and general 
business principals12. 
The complexity of the subject means that we were forced to choose several theories to guide our 
paper. These theories stem from traditional microeconomics and business management, but we 
have adapted the principles of these schools of thought to cater more directly to the sports world, 
understanding the unique business model of competitive professional and semi professional 
sports. We were careful to choose our theories to make sure the epistemological backgrounds 
were compatible. 
It is also worthwhile to note that we were swayed by our own previous research in the field of 
competitive sports and league parity with a particular focus on redistribution. In that work, we 
took a postmodern perspective about professional sports and wealth distribution as a means of 
attaining parity. This was largely due to our use of Pierre Bourdieu’s theory of practice and The 
Spirit Level’s view of wealth redistribution. The notion of wealth redistribution has not left us 
completely and can be seen throughout this report; it has, however, changed from the 
postmodern perspective of power relations to the modern perspective of measurable testable 
objectives13.   
Our use of the modern approach is due in part to our working with the BL who were interested in 
finding concrete solutions to measurable problems. 
Our modern approach can be seen in our choice of resource dependency theory. Modern theory 
believes that truth is out there for us to discover, through “valid conceptualization and reliable 
measurement”14. This means that organizations can be steered towards real goals and that 
systems of “action and decisions”15 can manage organizations to accomplish these goals. 
Alongside this theory we have used organizational capacity theory that measures organizations 
potential to reach their goals based on their capacities16. This theory is used in not-for-profit and 
voluntary associations. It is relevant for us in part because of the volunteer nature of the BL’s 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
11 For the remainder of this paper we will refer to the (major) American sport leagues as: 
The National Basketball Association (NBA) 
The National Football League (NFL) 
Major League Baseball (MLB) 
National Hockey League (NHL) 
12 Lorenzen B. “Sport Organizations in the 21st Century,” Copenhagen Business School Marketing Department, 2011, p9 
13 Hatch, M.J, Cunliffe, A.L, “Organization Theory: Modern, Symbolic and Postmodern Perspectives (3rd Edition),” Oxford University Press, 
2013, p15	  
14 Ibid  
15 Ibid 
16 Hall M, et al. “The Capacity to Serve: A Qualtitative Study of the Challenges facing Canada’s Nonprofit and Voluntary Organizations,” 
Canadian Center for Philanthropy, 2003. 
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individual teams and their relationship with scarce resources. As well, this theory can be seen in 
the modern perspective as it attempts to measure real and ascertainable capacities that allow 
organizations to move efficiently toward their goals.  
One difficulty of our theoretical approach was the BL’s mix of professional, commercial and non 
professional volunteer aspects. We approached the individual franchises as volunteer 
associations and researched the intricacies and relationships that define volunteer organizations. 
We chose agency theory to help us understand things like power conflict and control, without 
clouding resource dependency theories ability to explore interpersonal relations as a human 
resource allowing for dependence and independence within the organization. This theory also 
allows us to take into consideration wealth redistribution and other economic and cultural tools 
and to understand and perhaps rectify perceived inefficiencies within the league.  
The lack of theory relating specifically to sport organizations illustrates quite strongly the 
relevance of this project and its findings. Our ability to explore the BL as an independent entity 
is not possible due to its reliance on the clubs that comprise it, so we have created a review of 
several single entities (the sports clubs) and an entity both comprised of and dependent upon 
them (the BL) in order to reach novel and comprehensive conclusions about the BL’s 
organizational structure at both the individual club and the league wide levels. 
2.4 Critical Realism 
To access the information necessary to review the BL, we needed to perform interviews both to 
guide the focus of our project and to acquire information not available anywhere else. We 
performed both structured and semi-structured interviews in an attempt to gather a mix of 
qualitative and quantitative data necessary to perform our review. The gathering of this 
information led us to align ourselves with the critical realism approach, which holds that “We 
will only be able to understand-and so change-the social world if we identify the structures at 
work that generate those events and discourses”17. Critical realism aims to construct hypotheses 
about these mechanisms, and seek out their effects. It is thus the mechanisms that produce the 
lack of professionalism within the BL, which we are attempting to identify and analyze. 
According to Kvale18, an interview attempts to gain a description of the lifeworld of the 
interviewee that can be used to analyze the meaning of the mechanisms and, thus, get a better 
understanding of the interviewee’s agency. 
Our use of interviews to acquire information and data that was then manipulated into use in an 
organizational review, under the guise of resource dependency theory could then be seen as 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
17 Bryman A. “Social Research Methods (4th Edition),” OUP Oxford, 2012, p29	  
18 Kvale, S, “InterViews”, London: Sage. 1996 
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slightly problematic in our use of a post positivist and modernist approach. This can be 
summarized as: ”the critical realist is critical of our ability to know reality with certainty. Where 
the positivist believed that the goal of science was to uncover the truth”19 
However, critical realism is seen as a combination of positivism and constructionism. 
Based on this our use of the modern organizational theory and critical realism approaches were 
applied in such a way as to create a triangulated understanding of the firm through uncovering 
the agency of those directly involved with the firm, by viewing reality as existing externally, but 
also consisting of people who have ideas about their reality and apply meaning to it.20  
As a paper exploring “Social Action in Inter-organizational Exchange Networks” succinctly 
states: “Analyzing resource dependency relationships added further to understanding the social 
agency demonstrated within these networks”21. This paper advocates taking a critical realist 
approach when using resource dependency theory for analyzing the complexity of an 
organization (network) and the people (agents) who run it. In the paper it is stated, “adopting a 
critical realist approach to social inquiry facilitated a better appreciation of how these networks 
responded to their environments”22. It is through the combined use of resource dependency 
theory and critical realist approach that we can explore how agency affects the firms decisions to 
its surroundings and leads to the strategies they follow which allows us to understand the 
dependencies of the firm. The modern leaning of resource dependency theory need not be 
incompatible with critical realism, as combined, they can provide a holistic approach to probe 
firm’s actions “as causal structures emerge”23. 
2.5 Data collection 
In order to explore and answer our problem formulation, we will use both qualitative and 
quantitative data, taking a mixed methods approach. There is not a great deal of information on 
the BL available from books, databases, or online. Because of this, we have chosen to collect all 
of our primary data from structured and semi-structured interviews, with people closely 
associated to the league and its teams. We reasoned that our interviewees could provide us with 
important quantitative data from their respective organizations, or for the league in general. Our 
secondary data is mostly quantitative with a few qualitative additions. 	  
2.6 Primary Data	  
Our first interview was conducted with the manager of the DBBF and the BL, Rasmus Winkel. It 
was our goal to present him with our initial ideas, get feedback, and also to gather information 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
19 Socialresearchmethods.net, “Positivism and post-positivism” 2006 (Online) Available: http://www.socialresearchmethods.net/kb/positvsm.php 
20 Christensen, M., “Opbygning af et fordelagtig og stærkt brand for Canal Digital Ligaen”, Handelhøjsskolen Århus, 2008,  p9. 
21Vincent, S.,”Understanding the Agency of Exchange: Critical Realism, Institutionalismand Social Action in Inter-organizational Exchange 
Networks”, Leeds University Business School, p32. 
22 Vincent, S., p34 
23Vincent, S., p34	  
	   12 
on the league, quantitative as well as qualitative. This interview was further intended to guide us 
with what questions were relevant to ask the later interviewees, many of whom we were able to 
contact through Rasmus Winkel.  
After talking to Rasmus Winkel, it became clear that the league was split into two groups, a 
group of have’s and have not’s. We then proceeded to perform semi-structured in person 
interviews with Claus Strøh and Søren Low. Strøh is the former general manager of Falcon/BFX, 
a team from the BL that was identified as a have not, and Low was the former head of the club. 
Strøh and Low also identified the league as being split into two in terms of organization, 
economic position and also in on court performance. They were asked questions similar to those 
of Winkel, about the league overall, but we also asked more specific questions about the 
situation of Falcon/BFX, why they left, and why they think the team struggles as an 
organization. 
From these initial interviews, we realized it was important to investigate the two-tier make-up of 
the BL in order to gain more knowledge on the situation of these two separate groups. The two 
tiers can be seen in Figure 2 below: 
 
Higher earning teams 
(Have’s) 
Lower earning teams (Have 
not’s) 
Bakken Bears Falcon/BFX 
Team FOG Næstved Aalborg Vikings 
Svendborg Rabbits Hørsholm 79ers 
Horsens IC Værløse BBK 
Randers Cimbria SISU (Gentofte) 
 
This is a rough estimate, as the teams within the two tiers also have major differences, and some 
teams are right on the border for switching groups. However, this picture and these tiers were 
mentioned by Winkel, Strøh, and Low24. We also had the opportunity to perform an interview 
with Preben Mortensen, the current head of CBS basketball, a team that does not compete in the 
BL, only in the lower non-elite leagues. We were interested in information provided by a non-
BL club that still belonged to Danish basketball in order to gain knowledge on basketball in 
Denmark not related to the BL. 
After performing these interviews, we had enough information on the BL and Danish basketball 
to move forward and send out questions to the representatives from Bakken Bears and Team 
FOG Næstved (two of the higher earnings teams) and to Falcon/BFX and Aalborg (two of the 
lower earning teams). Aalborg is not a have not in the same way that Falcon/BFX is. Rasmus 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
24 Strøh, Claus, personal interview April 14 2014, 27.30-28.05 
Appendix A, Søren Low interview, p22-23 
Winkel, Rasmus, personal interview, March 21 2014, 8.30-8.58 
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Winkel pointed this out, as Aalborg produces a much better product, and has a unique situation. 
They have finished in the bottom three in the standings each of the last five years25 but have 
increasing attendance numbers that are higher than many of their competitors that historically 
finish higher in the standings, while also having less competition from other sports teams. They 
are, thus, an interesting case and gaining knowledge on how they improved attendance at a rapid 
rate was deemed important. At the same time, they are a bottom team in terms of on-court 
performance and their budget is much smaller than the higher earning teams (the have teams of 
the league)26. We felt that information from them would be crucial for us, as it could help us 
understand how to run a lower earning club that still can put on a good product. It could be 
argued that SISU, Værløse or Hørsholm should have been our targets as they are true have not’s, 
however, Winkel mentioned that the situation of these clubs are very similar to Falcon/BFX. 
Therefore we chose Falcon/BFX, as they should provide us with the same type of information 
that SISU, Værløse or Hørsholm would have according to Winkel and Strøh27. It would have 
been best to interview representatives from all teams, but due to the time constraint of this 
project it was not possible. 
The people from the teams we interviewed 
Mads Olesen - The manager of the Aalborg Vikings (contract expired March 31 201428) 
Tommy Nielsen – General manager of Falcon/BFX. 
Michael Piloz – General manager of the Bakken Bears. 
Andreas Larsen – Manager and general manager of Team FOG Næstved. 
2.7 Description of the interviews 
Our initial interviews with Winkel, Low, Strøh and Mortensen gave us a good overview of the 
league, its teams and the organizations. These interviews were set up with only a few open 
questions on how the league was organized, what problems it faces, and what the strategy of the 
BL was for the future. We wanted to learn the basics of the league, to get a better overview of 
everything. Our main findings from this interview led to interest within the following areas: 
- Redistribution 
- Brand 
- Marketing of the club 
- Organization of the club 
- Competitiveness of the league 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
25 Turnering, www.basketligaen.dk. (Online) 
Available: http://www.canaldigitalligaen.dk/da/top/turnering/hold/ 
26 Winkel, Rasmus, personal interview, March 21 2014, 39.40-41.00 
27 Winkel, Rasmus, personal interview, March 21 2014, 8.30-11 
28 DK4, “Mads Olesen stopper i Aalborg”, 2014. (Online) 
Available: http://dk4sport.dk/index.php?page=news&id=8012	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- The Copenhagen market 
- Budgeting within the club 
- Planning for the future within the club 
In order to answer our problem formulation “why does the league suffer from a lack of 
professionalism”, we felt that these topics were the most important ones to investigate and attain 
knowledge and information on. Therefore our following interviews focused on questions within 
each of these areas. Below is a brief discussion of each topic. 
2.7.1 Redistribution 
Based on Winkel mentioning that teams were willing to help each other, we wanted to know if 
teams, especially the top ones would be willing to redistribute money, either to the league or to 
lower teams, in order to perhaps help the lower teams and thus improve the overall product of 
the BL.  
2.7.2 Brand 
During our interview with Winkel we learned that the BL does not have a league wide sponsors, 
and thus lacks an identity and base for marketing and advertising. We were interested in gaining 
knowledge on whether the teams felt that this hurt their abilities to advertise and get people to 
attend their games. 
2.7.3 Marketing of the club 
Our questions within this subject focused on how each of the four teams we talked to advertise 
and try to get people in the gym. This was important to gain knowledge on because Winkel 
stated that spectators were the most important thing to the league. 
2.7.4 Organization of the club 
The main focus within this area was on volunteers, as we learned that all clubs rely on them. An 
organization depending on volunteers could face many troubles, and we wanted to know how the 
teams felt about the work and abilities of their volunteers. We also used questions to get 
quantitative data on how many volunteers and full time workers each of the four clubs have. 
2.7.5 Competitiveness of the league 
We asked if the leaders of the four clubs thought that financial and competitive parity would help 
the league overall and help attendance at games. This was important to know, because each team 
could have a different discourse about what brings people to games or what produces a 
satisfactory product. Winkel and Strøh specifically mentioned this as well29. Within sports there 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
29 Strøh, Claus, personal interview, April 21 2014, 13.50-14.10 
 
Winkel, Rasmus, personal interview, March 21 2014, 19.20-20.10 
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seems to be a split between people who think that the most important thing is an even match 
where the outcome of the game is highly unknown (the uncertainty of outcome hypothesis30), 
while others believe that the most important thing is the event itself and how much fun the 
spectators have, regardless of the outcome of the game. We wanted to know what the leaders of 
the teams thought, in order to discover possible different opinions on this subject. A great 
difference in these beliefs could be a key factor in why the league struggles with an uneven 
product. 
2.7.6 The Copenhagen market 
We wanted to investigate the Copenhagen market as we found it interesting that all the teams 
that struggle with their organizations and their product, according to Winkel31, were located in 
the biggest market in Denmark, Copenhagen. We asked the managers of the four teams on their 
thoughts on the exploitation of the Copenhagen market, as well as how important it is for the 
league and individual teams to have a competitive team in Copenhagen.  
2.7.7 Budgeting within the club 
In order to gain knowledge on the clubs use of their finances, we asked about their budget and 
spending on players and advertising. Winkel hinted towards the overall experience and amount 
of spectators at games as being the most important traits of the product of the BL. However, 
many clubs apparently spend most of their budget on paid players because they help in the short 
term. We wanted to investigate this to see if the different teams had conflicting views on what to 
spend money on.    
2.7.8 Planning for the future within the club 
In accordance with the problem mentioned above of clubs thinking too much in the short term, 
we wanted to know how far in advance these clubs plan and how they do it. Again, it is 
important to gain insight on the planning, because if many clubs focus only on winning games in 
the short term, they could be hurting themselves and the league in the long term.	  	  
2.8 Secondary data  
As mentioned there is not a lot of data available on the BL. The secondary data that was 
available was mainly found from the Internet, and academic papers from online databases. 
Furthermore statistics from Danmarks Statistik, and reports and statistics given to us by the BL 
was used. 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
30 Fort R. “Sports economics,” Pearson Higher Education, 2003, p16 
31 Winkel, Rasmus, personal interview, March 21 2014, 8.00-9.45	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2.9 Limitations 
The limitations for this project were mainly related to the accessibility of data. We were not able 
to access budgets for the teams participating in the BL, as they are not public companies. Only 
Bakken releases financial information, as they are part owned by an investment firm. However, 
as they are the financial leaders of the BL we could not make many assumptions from only 
seeing their financial data. As well, as most of the clubs are located in Jutland and Fyn we were 
not able to interview representatives from these clubs in person. Further, due to time constraints, 
we only spoke with the heads of clubs, speaking with subordinate workers would have likely 
provided a more holistic understanding of organizational culture. Lastly, we did not explore 
other European leagues, it could have been relevant to explore other European basketball 
leagues, we opted instead to explore the NBA as the frontrunner of basketball in the world. 
Smaller successful European leagues may have more to say about the BL than the NBA, we did 
find some information, (although not much is available on them) and certain recommendations 
we take are based off of other European leagues, however they are not an integral part of the 
project.  
2.10 Professionalism Chapter 
The BL defines professional players and employees as those who are paid for their labor32. 
However, the BL is not a professional league in that it relies on volunteer labor, both to create 
competitive play through its on-court players and administrative personnel. The object of this 
paper is not to call into question the volunteer model, nor to attempt to assess or rectify this 
model as the BL employs it. Instead, we explore the professional efficiency of the league 
through league management to determine why the league suffers from professional efficiency 
problems.  
When considering the professionalism of a competitive sport league we review management 
both from the perspective of other sport leagues as well as individual clubs. As mentioned 
before, there is little academic material relating specifically to sports leagues, instead the subject 
falls into the category of management. Further, as we are dealing with teams that are 
predominantly volunteer driven, we have reviewed literature that allows us to explore the unique 
entity of the BL and the individual clubs that comprise the league. 
A review of sport management literature found that modern literature focused on the following 
areas to help understand sport teams, leagues, and events: The role of the state, business 
organization, human resources, leadership, organizational culture, financial management, 
marketing, branding and strategy33 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
32 Winkel, Rasmus, personal interview, March 21 2014, 1.30-2.30 
33 Fort R. “Sports economics,” Pearson Higher Education, 2003. 
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To further understand our topic, volunteer associations were researched to determine the 
managerial framework for professionalism in volunteer entities. Our research was not sport 
specific, but rather dealt with volunteer organizations and management by exploring, 
organizational capacity, organizational resources and volunteer motivation34. 
Our review of sport and volunteer organizations has shown that professionalism need not be tied 
to professional employees. It is our understanding that professionalism in sports leagues has to 
do with efficiency of management and organization principals, which can be explored, in part, 
by the perspectives listed above. However, our review is not an exhaustive review, nor is it our 
intention to explore every facet of the league and the teams that comprise it. Because of this, we 
have delimited our focus to the following areas: -­‐ A product and market review -­‐ Organizational review -­‐ Human resources -­‐ Strategy -­‐ Branding -­‐ Marketing 
We have chosen to focus on the above as we feel it gives a realistic and holistic view of the 
league, as well as an understanding of the league’s professionalism and current position. There 
are also certain overlapping qualities of the points we focus on and those we ignore. For 
example, although we do not focus specifically on the role of the state, our organizational review 
does examine policies that affect the league’s organizational structure. Financial management is 
not focused on directly due to a lack of information from clubs as to budgets and end of year 
accounting information. However, we were able to discover some end of year accounting 
information that allowed us to further underpin our organizational and strategic review. As well, 
leadership was not specifically explored but can be seen as part of the organizational review and 
part of human and organizational resources. 
We also feel that by focusing on organization, strategy, marketing, and branding we are able to 
incorporate the majority of management topics and other sport-specific management principals 
outlined by relevant literature. Interviewing those working with the clubs drove our focus of 
which resources were at play in the organization.  
It should also be noted that the product and market review is not specifically mentioned in any 
sport-specific or volunteer literature we read, but was included by us to ensure the type of good, 
market, and the supply and demand of the good is fully understood. This acts as a pillar of 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
Hoye, R, et al. “Sport Management”, Oxford; Butterworth-Heinemann, 2009. 
34 Hvidtfeldt G, Krøyer J. “Volunteer Motivation,” Copenhagen Business School, 2011.	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knowledge for the reader allowing for the review to focus on advanced aspects that relate to the 
professionalism of the league.   
Our literature review and understanding of sport teams, sport organizations, and the unique mix 
of the BL relying on both professional and volunteer workers, with and without state support all 
shows that defining professionalism as paid employees cannot capture or allow us to understand 
the league in its entirety. Instead, an approach based on business, sport and volunteer, 
management better allows us to understand this multileveled concept. 
3 Micro Economic Review of the BL 
To start identifying the impediments to the league’s growth and to see why it struggles with 
professionalism we here offer answers to our first research question “What can be said about the 
microeconomic market in which the BL operates?”. This chapter will thus perform a micro 
economic review of the BL. By exploring the type of good, market form, supply and demand for 
the BL this review will follow the framework provided by Begg in “Foundation of Economics”. 
Begg suggests that microeconomics offers a “detailed treatment of one part of the economy but 
ignores interactions with the rest of the economy in order to keep the analysis manageable”35. 
This analysis makes a detailed study about individual commodities by comparing them to other 
commodities within the same market, based on the market form, demand and supply of the 
goods. We will follow this framework, and analyze the BL and its closest competitors. In order 
to do this analysis however, we must first determine what type of good the BL and its product is, 
and who its main competitors are.  
3.1 Type of good 
Competitive play36 is the main product of the BL, which can be seen as both a private and club 
good that fall within the entertainment industry. The live games at the arenas are excludable 
since they usually cost money, and the owners of the product can make sure that people who do 
not pay cannot gain access to the games. For a better understanding of this see Figure 3 below: 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
35 Begg, D, p7 
36 Our definition of competitive play encompasses all aspects of the game, meaning the entire entertainment event, not only the on-court play. 
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37 
The same goes for the televised games on DK4 and Kanalsport. However, the live games viewed 
at the arenas are non-rivalrous, but only to the point where the arena is sold out and one person’s 
purchase of a ticket will exclude somebody else from gaining access to the game. The game then 
becomes rivalrous. This means that the good goes from a club good to a private good at the point 
where no more tickets are available for purchase.  The televised games are solely non-rivalrous 
as one individuals use of it, does not prevent others from using it as well. This means that they 
are club goods, and can be viewed by as many people as possible, even if the game is sold out. 
The League and its teams could also create other goods associated with the BL, for instance 
merchandise. However, this would only be possible if the League improved a great deal on its 
brand and image, and started producing this merchandise. In any case, the games will always be 
the most important product. They create competitive play, which leads to excitement and 
entertainment. This is why Rasmus Winkel identified the following competitors for the BL, and 
basketball, as seen below in Figure 4: 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
37 Casse, T., “Economics, environment and sustainable development”,Lecture 7, slide 3, (March 5 2012) 	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38 
It is clear that the main competitors are other sports, like men’s’ and women’s’ handball, with ice 
hockey and soccer in the near peripheral area. A bit further away are other forms of 
entertainment like television, Facebook and computer games.  
Basketball however has a unique advantage compared to its nearest competitors. The excitement 
and entertainment level of attending basketball games can be improved by creating other 
entertainment than the actual games, as there is a lot of stoppage in the play. There are the two 
minute breaks between the 1st and 2nd quarter and between the 3rd and 4th quarter (A basketball 
game consists of four 10 minute quarters according to FIBA rules39), the 15 minute long 
halftime, and in addition to the five one-minute timeouts that each team possesses. This means 
that a game will have around 29 minutes where there is no play. This is more than the 15 minute 
halftime in soccer and the maximum of 14 minutes of stoppage in handball40. In our interview 
with Rasmus Winkel he identified these stoppage as a big opportunity to increase the 
entertainment level of a basketball game, and noted that many teams are missing out on it41. 
Clearly, if a basketball game in addition to the athletic on-court performance adds different 
entertainment like competitions with prizes, dancers, or singing it will be more entertaining for 
the spectators. However, if those 29 minutes are wasted and there is nothing going on, spectators 
might become bored and lose focus. Both Mads Olesen from the Aalborg Vikings and Andreas 
Larsen42 from Team FOG Næstved mentioned that it is not only important that the athletic 
performance is good, but also very (and probably more) important that the overall entertainment 
level is good. With this information we can see the BL as working within the sports and 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
38 Appendix B, “Basketligaen – Oplæg til udvikling af identitet”, slide 14 
39Fiba, “Official Basketball Rules 2014”, 2014, (Online) 
Available: http://www.fiba.com/downloads/Rules/2014/OfficialBasketballRules2014_Draft7_24APR2014.pdf 
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41 Winkel, Rasmus, personal interview, March 21 2014, 2.45-3.20 
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entertainment market. To narrow it down a bit further, we move on to analyzing the market form 
the BL operates within. 
3.2 Market form 
The market form of the BL depends to what specific market it is viewed to belong. It could be 
seen operating within the overall entertainment industry with sports, concerts, museums, cinemas 
etc. However, this would be too broad of a market to investigate for this paper, and as mentioned 
Begg's framework called for detailed treatment of one part to keep the analysis manageable. The 
BL could also be viewed within the basketball market in Denmark, but that would probably be 
too narrow of a scope, since the BL is the only big league in Denmark, and thus the BL would 
have no real national competitors, which they clearly do, they are just not from other basketball 
leagues. Therefore the right market to investigate for us is the Danish sports market. This is the 
same market that Rasmus Winkel and the DBBF are investigating and their goals relate to other 
sports, so it is clearly the best market for us to look into.  
3.2.1 Defining competitors within the Danish sports market 
Within the Danish sports market, soccer is the single biggest sport. Dansk Boldspil Union (DBU) 
the leading soccer organization has 329.95543 members as of 2013. That is almost twice the 
amount as swimming and gymnastics, which have 170.639 and 166.711 members respectively44.   
The DBBF is nowhere near having these kinds of membership numbers with their count of 
10.806. There are actually 2345 different sport unions that have more members than the DBBF. 
However, we must remember that not all of these sports are direct competitors with basketball. 
Basketball is an indoor ball sport and its main competitors are found within this specific market. 
According to statistics from Dansk Statistik46, Basketball was the fourth most popular indoor 
sport in terms of spectators, behind only soccer (1.9 million), (743.000) handball and ice hockey 
(325.000). 
Considering that DBBF was ranked 24th in terms of members, this shows the entertainment level 
and spectator friendliness of the sport of Basketball. Furthermore the report from Dansk Statistik 
shows that in 2006/2007 the BL had 55.000 spectators. In 2011/2012 that number was 96.000, an 
increase off almost 75%. The increase from 2010/2011 to 2011/2012 was an impressive 16.000 
spectators, which meant a 20% improvement. 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
43 DIF, “Medlemstal” (Online) 
Available: http://www.dif.dk/da/om_dif/medlemstal 
44 Ibid 
45 Ibid 
46 Danmarks statistisk, “Flere tilskuere til herrehåndbold, 2013 (Online) 
Available: http://www.dst.dk/pukora/epub/Nyt/2013/NR253_2.pdf	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According to statistics given to us by the DBBF there was a slight decrease in spectators in 
2012/2013, as the total number was around 90.00047. However, the early numbers, for the 
2013/2014 season are looking good, as the numbers from the regular season are the highest in 
the last 15 years. If the playoffs numbers are close to the ones from the last two years, the 
League might surpass 100.000 spectators for the year. These numbers show both the 
improvement and potential of basketball in Denmark, within the sports market.  
As mentioned the DBBF and Rasmus Winkel have identified their main competitors as being 
women’s handball, men’s handball and ice hockey. This shows that we are looking within the 
right market as well, namely the (indoor) sports market but with other entertainment industries 
on the periphery as well. A goal for the BL is to surpass women’s handball in attendance 
numbers. In 2006/2007 Danish women’s handball had 240.000 spectators, however that number 
has been steadily falling, and in 2011/2012 it was down to 196.000, a decrease of around 20%. 
Although that number is still almost twice as big as the numbers from the BL, the key 
information is the 20% drop in women’s handball attendance since 2006, and the 75% 
improvement within the BL. Another important thing to note is that the women’s handball 
numbers takes both the best league and second best league into account. The actual spectator 
numbers for the best league was 158.845 in 2011/2012, down from 204.978 in 2006/2007.  
 This shows that one of the BL’s main competitors, women’s handball, has had a steady decline 
in attendance over the last 6-7 years, and basketball has had huge improvements. If this trend 
continues basketball could surpass women’s handball within the next 5-10 years, and this 
strengthens our view about the opportunities Danish basketball will have in the future.  
3.2.2 Market structure 
As the top four spectator sports all have around 100.000 spectators and up and the 5th biggest 
spectator sport, badminton, only has around 19.000, we can view the top four spectator sports as 
working within an oligopoly. There are few real competitors within the spectator sports industry 
in Denmark and the entry barrier is high, as these are all team sports with many individuals 
composing each team. It would take substantial planning, and at least a couple of years before 
ones team could enter into one of these leagues, as a team would have to qualify by winning the 
lower leagues, before being able to enter one of the elite leagues. It would also require a 
relatively large budget and administration of employees and volunteers. This oligopoly also 
features non-price competition, which is a typical feature for an oligopoly48.  Non-price 
competition within the Danish spectator sports elite features things like advertisement, product 
differentiation and loyalty schemes, all of which are important for each league. 	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48 Hirschey, M, “Managerial Economics”, Dryden 2000, p451 
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The BL, therefore, can be seen as working within several types of market forms, depending on 
how far one extends their range of competitors. We have chosen to focus mainly on its nearest 
competitors within the team-ball sport market for this micro-economic review, meaning that the 
BL operates within an oligopoly with the three other top spectator sports in Denmark: ice 
hockey, men’s and women’s handball and soccer. We believe this is logical, because the BL 
does not have the required resources at the moment, to fight other and larger competitors from 
the entertainment industry like Netflix, computer games. The focus should be on its nearest and 
most obvious competitors.  
It is also important to briefly look at the market each team of the BL operates in. Although some 
teams in the BL are not exactly professional organizations or fully comparable to neoclassical 
companies, the teams within the League can also be seen as working within an oligopoly. 
However, their circumstances are different than the BL, because the teams in the League most 
likely would be more inclined to help each other for the sake of improving Danish Basketball 
and the overall level of the League and its product. That would most likely not be the case for the 
BL and its competitors. Thus, even though the teams within the League compete against each 
other, they are also in a situation were cooperation could lead to improvements of the League, 
which could then lead to a league wide sponsor, more individual team sponsors, and perhaps a 
better TV deal.  
3.3 Supply 
The supply of games for the BL is relatively simple. Each team plays 27 regular season games. 
The top eight teams proceed to the playoffs, while the teams that finish 9th and 10th play 
relegation games (series best of 5). If a team from the 1st division (the league below the BL) 
wishes to move up, the loser of the relegation games will move down, with the winner from the 
1st division taking their spot for the following season. The team that had the higher seed in the 
regular season has home court advantage in a series, meaning that all games with unequal 
numbers (games 1, 3, 5 and for the finals 7) are played at the higher seeded teams home court. 
An overview over the season in the BL is given in Figure 5: 
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That means that each team in the BL supplies 27 regular season games a year, with 13 or 14 of 
those being home games. After that each team will play at least three quarterfinals or relegation 
games, and five at the most. The winners from the quarterfinals will play 3-5 more games in the 
semifinals, and the winners from these will play 4-7 games in the finals series. The losers of the 
semifinals will play one game for the bronze medal. That means that every team has at least 30-
32 games, and the Finals winner will have played between 37-44 games. 
The total amount of games supplied by the BL is 135 for the regular season, (27 games * 10 
teams / 2 since two teams play each other in every game) at least three relegation games, and at 
least 23 playoff games with the bronze game included. At the most the League would supply 38 
playoffs games.  
That means that the minimum amount of games that can be played during a season is 135 regular 
season games + 3 relegation games + 23 playoff games  = 161 games. 
The maximum amount of games that that can be played is: 
135 regular season games + 5 relegation games + 38 playoff games  = 178 games 
The BL thus supplies its fans and customers with 161-178 games per season. 
In soccer the best league, the Superliga features 12 teams that play each other 3 times, resulting 
in 33 matches for each team and a total amount of 198 games49. 
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The same goes for the second best soccer league, Nordicbet ligaen50. Metalligaen, which is the 
leading ice hockey league, features 9 teams that play 40 regular season games each, and then 
quarterfinals, semifinals and finals series that are all best of 751. They also provide two bronze 
games52. This means that they supply 180 regular season games and between 29-51 playoff 
games, which results in a total of 209-231 games. The Danish men’s handball has 14 teams that 
each plays 26 games, meaning the league provides 182 regular season games. They then provide 
a series of playoffs and delegation games that comes out to a total of 32 playoffs games, and 26 
delegation games, meaning they play a total of 240 games. The 1st division also has 14 teams 
playing 26 games each, but their promotion playoffs are part of the best leagues delegation, so 
we have not counted these games on top of the promotion ones from the best league. The 
women’s league, identified as one of the main competitors and a sort of measuring stock in terms 
of attendance for the BL, supplies 132 regular season games, and 11 combined playoffs and 
delegation games, meaning a total of 143 games. It has 12 teams that each play 22 regular season 
games. Figure 6 below shows the amount of games supplied by the BL and its closest 
competitors. 
Sports league Regular season 
games 
Playoffs games Relegation games Total games 
BL 135 23-38 3-5 161-178 
Soccer  
(Superligaen) 
198 0 0 198 
Soccer (Nordicbet ligaen) 198 0 0 198 
Ice Hockey (Metalligaen) 180 29-51 0 209-231 
Men’s Handball 
(Herre Håndbold Ligaen) 
182 32 26 240 
Men’s Handball 
(1st division) 
182 0 0 182 
Women’s Handball 
(Dame Håndbold Ligaen) 
132 9 2 143 
 
3.4 Demand 
The demand for the product of BL, i.e. its games, will be analyzed by looking into the amount of 
spectators at the games and also the amount of spectators at the matches of the sports leagues 
with which the BL competes. Furthermore, the ticket prices for these sports events will be 
investigated. 
It is important for us to state that we understand that the demand for the BL cannot only be 
determined by looking at prices and supply. There is a cultural barrier for basketball in Denmark, 	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51 Resultat.dk, “Stillingen” (Online) Available: 
http://www.resultat.dk/ishockey/danmark/metal-ligaen/tabeloversigt/?t=xlhRrMJK&ts=6NbTDOQ9 
52 DIU, “Danmarks Ishockey Unions love” (Online) Available: http://www.ishockey.dk/PDF/Love_og_turnering_2013.pdf	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as it is not a historically big sport in the country. The DBBF has only existed since 195153. 
Dansk Boldspil Union (DBU, the Danish soccer federation) has existed since 188954. Dansk 
Håndbold Forbund (DHF, the Danish Handball federation) has existed since 1935, and Denmark 
was arguably the first country to play the sport55. This shows that basketball is a newer sport in 
Denmark. Furthermore, the fact that Denmark has won European and World championships 
within soccer and handball, and regularly participates in the world cup in ice hockey and have 
numerous Danish players in the best league in the world56, the National Hockey League (NHL), 
shows that these sports have an international advantage as the Danish people are able to see 
Denmark participate in the worlds biggest tournaments and play at the highest level. This is not 
the case for basketball, where Denmark has not participated in international competitions years 
and actually they did not even have a national team for a few years up until 201357. We 
understand these limitations to basketball in Denmark, however this paper does attempt to state 
that basketball will overtake all other sports in Denmark. It merely shows that basketball is 
growing and has goals to compete with Danish women’s handball for instance58. The opinion of 
this paper is simply that the steady growth of basketball will continue, and the growth might be 
sped up by certain factors like a Danish player in the NBA and the NBA being visible on Danish 
television, which will be explored later in this chapter.  
The BL has experienced a solid growth in spectators as mentioned previously. This can be seen 
in Figure 7 below: 
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54 Dansk Boldspil Union, “DBUs historie” (Online) Available: 
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57 DBBF, “Herrelandsholdet deltager I EM-kvalifikationen 2014”, 2014 (Online) Available: 
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 59 
This graph provided by the DBBF shows us that there has been an increase in demand for 
attending the games. The blue bars are the regular season attendance, and the red is playoff 
attendance. For the 2013/2014 season, the ticket prices for attending a match ranged between 50-
80kr for a regular season game, and up to 120kr for a playoff game60. Because of the varying 
cost of the product, it is not possible to determine an exact demand curve for the League as a 
whole. There is no information on historical ticket prices available and the quantity of tickets 
sold at a certain price can be very misleading. This is because of the high amount of free tickets 
that are supplied by the clubs. Both Mads Olesen and Rasmus Winkel61 mentioned that a large 
amount of tickets are supplied for free for a number of reasons. They both mentioned that almost 
no clubs view revenue from ticket sales as a viable source of income. The amount of money that 
is made from ticket sales is so small that most teams do not care about it. It is more important for 
them to provide a good experience for sponsors and spectators, which will result in high 
consumer utility that will draw these people back to the games and perhaps bring in new 
consumers of the product.  
The free tickets and problem with identifying the actual price customers are willing to pay to 
attend a game in the BL shows us that this is no easy product to deal with. Without knowing the 
demand and customer base, most teams probably have a hard time setting ticket prices and 
understanding their product, including both its strengths and weaknesses. This combined with 
the fact that we discovered from our interviews that most teams only have 0-1 full time 
employees in their organization, underscores the difficulty teams have trying to understand their 
market and make sound financial decisions. With no full time employees hired to analyze and 
work with this information, it is understandable that some teams cannot capitalize on the 	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60 Bakken Bears, “Billetter til Bakken Bears’ hjemmekampe” (Online) Available: http://www.bakkenbears.com/index.php?id=110 
Basketligaen, “All Star” http://www.basketligaen.dk/da/top/all-star/kob-billet/ 
61 Appendix A, Mads Olesen interview, p8 
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opportunities that are presenting themselves to Basketball in Denmark right now. We will now 
compare the prices of the BL to the prices of the other main sports leagues that the BL competes 
with. The other main sports league’s also distribute free tickets as seen from their websites62 
however, we do not know the extend compared to the BL. In the best Danish soccer league, 
Superligaen, the prices are between 90-175kr depending on what teams are playing63. For the 
second best soccer league, Nordicbet ligaen, the prices lie somewhere between 50-120kr64. In Ice 
hockey we researched all websites of teams from the best league, and found that the price is 
usually 90-125kr for regular season game, while playoff games can cost be between 150-170kr65. 
The men’s handball league charges between 50-160kr66, while the women’s league charges 
between 50-120kr67. Looking back at the spectator numbers from chapter 3.2.1, we created 
Figure 868 showing the amount of spectators each league has and the price for admission. The 
spectator numbers are from 2011/2012, as newer data was not available, except for the ones on 
the BL, which was given to us by Rasmus Winkel. The prices are from the current season and, 
even though they might have changed slightly since 2011/2012, they still give us a good idea 
about the price level of each league in relation to the spectator numbers.  
Sports league Spectators (per 
game average) 
Price for 
admission 
(DKKR) 
BL 574 50-80 
Soccer  
(Super ligaen) 
7103 90-175 
Soccer (Nordicbet ligaen) 1656 50-120 
Ice Hockey (Metalligaen) 1489 90-170 
Men’s Handball 
(Herre Håndbold Ligaen) 
2540 50-160 
Men’s Handball 
(1st division) 
466 - 
Women’s Handball 
(Dame Håndbold Ligaen) 
1444 50-120 
 
It is clear that basketball is pretty far behind the two best soccer leagues and the best handball 
league for men. Even ice hockey has a pretty big advantage over basketball both in terms of 
people attending and pricing. With its competitors and large amount of free ticket distribution, 
the demand for the BL can be seen as being elastic, as a rise in prices would most likely lead to a 	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63 Hansen, T. (Jyllandsposten), “Overblik: Så meget koster fodboldbilletter) 2013, (Online) Available: http://jyllands-
posten.dk/sport/fodbold/superliga/ECE5311688/overblik-sa-meget-koster-fodboldbilletter/ 
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65 Ibid 
66 Ibid 
67 Ibid 
68 Danmarks statistisk, “Flere tilskuere til herrehåndbold, 2013 (Online) 
Available: http://www.dst.dk/pukora/epub/Nyt/2013/NR253_2.pdf	  
	   29 
fall in the amount of tickets sold. Of course this is simplified for the whole League and it could 
be different for each team. The point however is that basketball and the BL overall is 
experiencing serious growth, and that they are not that far away from their main competitors (as 
identified by Rasmus Winkel), Ice Hockey and women’s’ handball. Furthermore there has been 
steady growth in attendance for basketball in the past decade. The pricing can only show us that 
basketball charges the lowest prices, which seems fair based on attendance. With basketball 
experiencing the biggest growth in attendance, asides from men’s’ handball since 200669, there is 
reason to believe that the growth will continue because of a number of factors. 
3.5 Factors that point towards continued growth for the BL 
First of all, the BL has, as mentioned, experienced steady growth in spectators. According to 
“Idrætsliv”70 a magazine produced by DIF, basketball has experienced a 180% growth in 
attendance the last 13 years. Rasmus Winkel ascribes this to the weekly TV transmission from 
DK4, from both the BL and the best American league, the NBA. Thomas Bilde, who works for 
DK4 as a commentator for both national games and NBA games attributes the growth to the fact 
that many clubs are able to provide a good experience, not just a good basketball game. He also 
states that basketball is a fun-to-watch live sport, and that the Danish people are starting to 
realize this71.  
Furthermore, Denmark is on the verge of getting its first ever player to actually play in a NBA 
game. Christian Drejer is a Danish player drafted to the NBA but never got to play in an actual 
NBA game72. Last year Jonas Zohore signed up for the NBA draft but was not chosen. This year, 
however, Rasmus Glarbjerg Larsen has entered his name into the NBA draft73 and chances are 
that an NBA team will select him. He is currently projected to be chosen as the 53rd player in the 
draft by the leader in analyzing and predicting the NBA draft, www.draftexpress.com74. 
Having a player in the best league in the world would mean more exposure for basketball in 
Denmark from the main media sites and TV stations, and a role model that could lead to more 
kids playing and watching basketball, which was the case in Germany were current NBA All 
Star Dirk Nowitzki started playing and started inspiring young kids in Germany and putting 
basketball on the German map75. In anticipation of increasing popularity of basketball in 	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Denmark, Danmarks Radio (DR) has picked up the rights to show NBA games along with 
DK476. According to Kristian Hyldgaard, who is the sports manager at DK4, the deal with DR3 
will “strengthen and benefit the product of the NBA, Danish Basketball and Danish basketball 
fans”77.  
Streetball is another good example of the popularity and growth of basketball in Denmark that 
may go unnoticed when taking overall basketball club membership numbers. GAME 
Copenhagen is an indoor streetball court that allows anyone to enter and play, if they pay a small 
admission fee. GAME has seen a 9% growth in daily entrants, the number is now 11278. GAME 
has 32 practice courts around urban areas in Denmark where they teach young kids the game of 
basketball. GAME started in 2002 and have since won many awards for their work within the 
urban community and within Danish sports79. 
3.6 Copenhagen Market 
When we examined the data on spectator numbers from the 2013/2014 season, which was given 
to us by Rasmus Winkel, we noticed a tendency within the four clubs from the Copenhagen area 
(Falcon/BFX, Hørsholm, Værløse and SISU). Surprisingly, these four teams have the lowest 
attendance numbers of all the BL clubs. Furthermore, research on the Copenhagen demographics 
done by the authors of this project in a previous report80 focusing on attracting spectators for a 
basketball match revealed excellent demographics for the target market for basketball. In that 
report, we concluded that the target market for a theoretical game should be people within the 
age of 18-34, with a secondary market segment within the 18-44 age group. In the Copenhagen 
Commune alone, there are over 300.000 people within these segments, the same amount of all of 
Århus. Furthermore, the DBBF and Rasmus Winkel have identified their average customer to be 
25.8 years old81, which is close to the same as the discoveries by these authors in the mentioned 
report.  
At the same time, the income of this age group was identified, as well as the spending on 
recreation, traveling, and entertainment per month, which was 1416-3333kr depending on the 
employment position of the individual. The price we chose for that theoretical basketball game 
was 50kr, which seems very reasonable compared to other sports events and considering the 
income and spending on entertainment of the target market. The four Copenhagen area clubs 
usually charge 50kr for a ticket as well, yet have very low attendance-rates compared to the rest 
of the League. The four Copenhagen clubs averaged 302 spectators per game, with SISU from 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
76 Dohrmann, J, “DR3 vil vise massere af NBA-basketball”, DR, 2013 (Online) 
Available:http://www.dr.dk/Om_DR/Nyt+fra+DR/artikler/2013/11/222511.htm 
77 Ibid	  
78 GAME, “Årsrapport 2013”, 2013 (Online) Available: http://issuu.com/gam3/docs/__rsrapport_enkeltsidet/1?e=2721146/7301255 
79 GAME, “Hvad er GAME” (Online) Available: http://gamedenmark.org/hvad-er-game 
80 Døssing J, Hoyer. “Basketball Youth All Star Game,” Roskilde University, 2013,p 14-17	  
81 Appendix B, “Basketligaen – Oplæg til udvikling af identitet”, slide 19 
	   31 
Gentofte and Falcon/BFX from Frederiksberg having the two lowest totals for the entire League 
with 255 and 230 spectators per game respectively. 302 spectators is way below the League 
average of 525. It is unusual that sports teams in the biggest market of their country are not 
doing well. We therefore asked our interviewees about their opinion of the exploitation of the 
Copenhagen market. 
All interviewees responded that the Copenhagen market was not being exploited properly. We 
asked for the reason for this and got very similar answers. Andreas Larsen from Team FOG 
Næstved said “it would be very interesting with a big club/brand for basketball in Copenhagen… 
with a professional organization backing it”82. He also said that he thought “the potential is huge 
with the right people in charge”83. Michael Piloz from Bakken Bears said, “the battle between 
Århus and Copenhagen would be crucial for the league…. It will not just come, it (a big 
Copenhagen club, Ed.) will need a strong organization”84. It was also interesting that both Piloz 
and Larsen responded to our question about whether having a team in Copenhagen that could 
compete for a championship would help the League85. Both said it would help, but only if the 
setup and the overall product had satisfying quality. The on-court performance is not enough, 
and as Larsen said “If SISU or Falcon/BFX could compete about a championship with their 
current on court level, it would not help the League at all”86. Tommy Nielsen of Falcon/BFX, 
one of the have not’s of the League from Copenhagen, said that “The central clubs are poorly 
organized and their strategy is year for year. Having the worst spectator numbers in the 
geographical part with the most people makes no sense”87. 
These answers provide us with reasons for why the Copenhagen clubs are struggling. Poor 
management within the organizations leads to a poor overall product that is not attractive to the 
target market. It is, however, also important to note that the Copenhagen clubs face more 
competition than some of the clubs that are located in smaller cities. With more sport events, 
entertainment possibilities (cinema, café, concerts etc.) taking place in Copenhagen compared to 
other cities, the Copenhagen clubs face stiff competition with the many possible choices for 
consumers. Rasmus Winkel also identified this as a factor for the struggle of the Copenhagen 
clubs88. It is easy to see how this competition makes it even harder for the Copenhagen clubs. A 
strong organization would be better equipped to solve this problem, but with weak organizations 
that think short term the problem becomes very big.  
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The next chapter therefore focuses on the organization of the BL teams that helps us to 
investigate the organizational problems the teams face and to allows us to solve our problem 
formulation of why the BL suffers from a lack of professionalism. 
4 Organization review   
We begin our organizational review by exploring the organizational social structure89 of the BL 
and its individual teams. This allows us to explore the individual people who support the League 
and the positions they hold within the BL. By exploring the social makeup of the League we can 
gain insight into “relationships among the people and the roles and responsibilities they assume 
within the organization”90. The structure of the BL can be seen below in Figure 9.  
91 
 
Exploring the organization of the BL is a two part process that acknowledges the BL both as a 
single entity, but also accepts its reliance on the individual clubs that comprise the League. This 
is especially important in a small sports league like the BL, which is not able to exercise the 
same amount of control and power over clubs like in larger sport leagues. 
At the top of the BL structure lies FIBA. As the international head of basketball, FIBA sets out 
rules guidelines for basic elements like facilities, apparel, equipment and rules for on court play. 
They are also in charge of international player transfers and international referees. They don’t 
have a great impact on the day to day operations of the BL, but their guidelines set out the 
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minimum requirements for the League to follow allowing for a homogenous product similar to 
other professional European leagues.  
Besides FIBA sits the DIF. The DIF governs all sport leagues in Denmark, from Olympic to 
professional to all non-professional organized competitive sport. They operate in a similar 
fashion to FIBA, but are focused on all sports in Denmark. The DBBF consists of representatives 
of all basketball clubs in Denmark. When making decisions and changes within the DBBF all 
teams are awarded a vote. All clubs will get a minimum of one and a maximum of three votes92 
depending on the size of the club. This includes all basketball clubs, not just those involved in 
the BL. We interviewed the head of basketball for one of these clubs at CBS sport, an 
organization not involved with the BL to explore possible and relationships with Danish 
basketball. Interestingly, many of the problems that CBS basketball faces are similar to those 
that lower earning clubs participating in the BL face93.   
Looking at the BL, we can see that the DBBF is its superior and, as such, they have to approve 
the White Book. The White Book is written by Rasmus Winkel and the administration of the 
BL94. It is a set of rules that take into account FIBA and DIF rules, but it is specifically tailored 
to basketball in Denmark and has additional rules on game-structure and set up. It also involves 
items such as ensuring there are enough people to work the score table at games, and referees 
and proper facilities are present. If these rules are not met fines are issued by the BL and the 
money from these are redistributed to the individual clubs, that improved attendance by 15%95. 
The BL itself can be seen as mostly autonomous despite being subject to two major dominant 
organizations. This is because the League is able to create their own rules and regulations 
including fines, competitive structure, and rules for players, etc. When creating new league rules 
in the BL each of the 10 teams has a representative that has one vote. The DBBF has a total of 
three votes, and all changes require a simple majority. However, the DBBF seldom uses their 
votes as they desire to let the BL govern itself and are wary that intervention could make them a 
scapegoat for individual clubs96.  
Again, the DIF does not involve itself much in the daily operations of the BL. This is partly a 
conscious effort to allow the BL to manage itself and bear the responsibility of its own success 
or failure. In general, the DIF is more concerned with the Olympic team, and thus Olympic or 
European basketball. Conflicts of interest could arise as to reliance on foreign players in the BL 
vs. Danish players, with the DIF likely desiring to develop Danish talent to boost Olympic and 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
92 Winkel, Rasmus, personal interview, March 21 2014, 12.33-14.08 
93 Appendix A, ”Preben Mortensen interview”, p24 
94 Basketligaen, “Om ligaen - Organisation” (Online) Available: http://www.basketligaen.dk/da/top/om-ligaen/organisation/ 
95 Winkel, Rasmus, personal interview, March 21 2014, 22.40-23.52 
96 Winkel, Rasmus, personal interview, March 21 2014, 12.33-14.08 
	   34 
European level talent in Denmark, however the DIF was not mentioned in any of our interviews 
as a problem to the development of the BL.  
The BL also contains its own administration system. This is a small part of the organization 
which performs mostly functional tasks. They have a yearly budget of 120.000kr which they use 
to pay administrative workers97.  
It should also be mentioned that the head of the BL and the head of the DBBF is the same 
person. Rasmus Winkel was hired as the head of the DBBF and later asked to be responsible for 
the BL.98 This could perhaps be seen as a conflict of interest, however his motivation for both is 
to improve the state of basketball in the long term and to plan for growth and stability. Also, with 
an ability to gauge the entire sport of basketball through his connection with the DBBF he is able 
to forecast and plan for the BL. In this respect he has focused on attendance for the BL partly 
due to a realization that the sport of basketball is growing in Denmark, and creating an event 
around competitive play and entertainment is paramount to the BL’s future success.  
Below the BL lies the ten clubs that make up the League. Again, it is important to reiterate that 
the League is comprised of teams and these teams form the League. The League’s only real 
power is to create the itinerary for meetings and through soft power attempts to sway the strategy 
of the individual clubs. As well, the DBBF has three votes that it could use if needed.  
There are ten teams in the BL that pay to participate in the League and as paying members they 
are accepted into the tournament of competitive league play, ultimately culminating in playoffs 
and a final. However, it is only teams that have risen through the lower leagues that are able to 
enter the BL, provided that they choose to pay the money to enter the League and abide by the 
White Book rules that are not applicable to lower league play. It is also possible to be relegated 
from the BL due to poor performance.  
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Figure 10 shows relevant numbers from the BL teams99. 
Team Revenue (dkkr) Full time 
Employees  
(excluding 
players) 
Part time 
employees  
(excluding 
players) 
Paid players Primary 
volunteers 
(excluding 
players) 
Bakken Bears 7.000.000 4 2 8-10 0 
Team FOG 
Næstved 
4.000.000 2 1 7-9 1-3 
Svendborg 
Rabbits 
2.000.000 0 1 5-6 2-4 
Horsens IC 1.500.000 0 1 6 2-4 
Randers Cimbria 1.000.000 2 1 5-6 1-4 
Aalborg Vikings 8-900.000 1 0 3-4 4-8 
Værløse BBK 7-800.000 0 0 3-5 1-4 
Falcon/BFX 7-800.000 0 0 3-5 4-9 
SISU 7-800.000 0 0 4-5 1-4 
Hørsholm 79ers 7-800.000 0 0 4 2-5 
 
For this review, we consider the League a two tiered league consisting of higher earning teams 
and lower earning teams. The teams in the top half of the League earn upwards of 1,5 million in 
revenue and have multiple full time paid employees, and the lower earning teams earning 
700.000 kroner and having at most one paid employee. Randers is included with the higher 
earnings teams, even though their revenue is only 1 million. They have 2 full time workers, 1 
part time and 5-6 paid players, meaning they employee the same workforce as the other teams, 
but with a lower budget100.  
Despite the varied access to resources we can make some generalizations involving the structure 
of the clubs while realizing that higher earning clubs are made up of paid employees, while the 
lower clubs generally use their single part time employee to handle mundane tasks that could 
burn out volunteers. The following chart shows the typical organization for higher and lower 
earning teams. Although not all teams/clubs are structured like this, Figure 11 gives us a 
simplified but useful view of the two types of teams in the BL. 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
99 It should be noted that these numbers are estimates derived from several difference sources. Although they are not exact values they can be 
used to form a picture of the resources and organization of the teams of the BL. 
Appendix A, ”Tommy Nielsen interview” p1-3 
Appendix A, ”Michael Piloz interview” p4-6 
Appendix A, ”Mads Olesen interview” p7-16 
Appendix A, ”Andreas Larsen interview” p17-21 
Winkel, Rasmus, personal interview, March 21 2014, 31.20-32.40 
100 Winkel, Rasmus, personal interview, March 21 2014, 31.20-32.40 and 38.30-41.00	  
	   36 
 
101 
At the top of the organizational structure lies the team or club manager.  It is important to note 
that for the higher earning teams the manager only has to manage a BL team, while for the lower 
earning teams, the manager typically has to manage a whole club, meaning a BL team, a DL 
team, and the mother club. A mother club is essentially the youth part of the club . Teams in the 
BL are elite teams and the higher earning teams are not attached economically or 
organizationally to the mother club. They only play on their team license102. It was mentioned by 
Rasmus Winkel that most of the lower earning teams relied heavily economically on their 
mother clubs. Some of them got about 70% of their revenue from the mother clubs103. It is easy 
to see that a paid manager for a higher earning team has a more focused job than a volunteer 
manager who has to manage more things.  
Below the club and team managers is the administration which usually consists of a treasurer, 
organizer, a person responsible for sponsor work and a general manager of the team(s). 
Furthermore, the higher earning teams sometimes have marketing/advertising people. The 
administration of the higher earning teams are usually paid, while the lower earning teams use 
volunteers for these position (primary volunteers for these teams). The tasks of the 
administration can involve registration and payment for all members, as well as budgets, 
payments to players, drawing up contracts etc. Below the administration are the game day 
workers, coaches and players of the respective teams. For the higher earning teams there are only 	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game day workers (primary volunteers for the higher earning teams) and coaches and players for 
their BL team. For the lower earning teams there are all of these people as well, but in addition 
there are similar staff for the DL team and for the youth teams from the mother clubs. Game day 
workers usually include score table volunteers, ensuring transportation, etc. The administration 
also coordinates the activities of single-day volunteers during games.  
Below the administrator are the different coaches or team managers and players, who are 
hired/recruited by the teams, or simply move up from the youth teams. As mentioned before, 
different clubs have different numbers of teams, some with men’s and women’s teams, some 
with multiple lower level and youth teams, and some with only men’s teams. As well, some 
clubs have more volunteers or workers involved with advertising and sponsorship. In the lower 
clubs there are 2-4 people who do everything and as volunteers with a large amount of work. 
Non vital operations are often overlooked by all clubs.  
We see, therefore, that the League and the teams have a simple structure; the BL uses an M 
structure while the individual clubs use a combination of a flat or M structure depending on the 
overall size of the club104. This is because the simplicity of the club structure allows few people 
to oversee and be responsible for the entire organization, whereas the BL is a more complex 
organization. The difference between the wealthy and the poorer clubs cannot be overstated. 
With up to six paid employees for the wealthier clubs compared to none in the poorer ones, the 
structure and task responsibilities for workers varies greatly. Furthermore, we can see from the 
team structure that the higher earning teams actually have less work in that they only have to 
manage one team, and they are employed full time whereas the lower earning teams usually have 
to manage more operations, while being volunteers.  
4.1 Theoretical introduction for organization review 
This chapter will explore more in depth the different resources of the BL and the relationships 
between the structures of the League as outlined above, and their implications with the 
professionalism of the League. As discussed in the micro economic chapter, the product that the 
BL sells is elite basketball and entertainment. It is crucial to discover what resources it takes the 
organization to produce this product, and how that affects the organization itself. We do this 
through the lens of resource dependency theory and organizational capacity theory.  
Resource dependency theory tells us that every organization needs resources, as seen in Figure 
12 These resources can lead to uncertainty or perhaps, a monopoly situation, so the gathering 
and securing of resources is necessary for an organization to survive and thrive105. As the sole 
provider of elite basketball in Denmark, the BL has a resource that is unique, but to take full 	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advantage of that resource the League becomes dependent on a variety of scarce resources that 
are not entirely in their control.  
106 
This paper will focus on resource dependency theory’s ability to understand organizational 
dependencies with resources, resource dependency theory further explores relationships with 
resources as relating to both control over resources and cultural organization of resources. 
Resource dependency theory considers control as relating to managerial oversight, and ease of 
performance evaluation. In this way, the firm is able to exact influence over resources through 
four different styles of managerial control that relate to ease of managerial oversight/ease of 
performance evaluation. 
- Output 
- Process 
- Professional 
- Cultural 
These four types of control exist alongside four organizational types of culture that relate to 
internal/external control and flexibility/strict control. They coexist alongside the four styles of 
control, and together will allow us to understand how resource use shapes the professionalism of 
the BL. The four styles of control are107: 
- Clan 
- High 
- Low 
- Bureaucratic 
Understanding the multitude of resources necessary to take a product as complex as competitive 
sports to market requires us to further break down the structure of the BL’s resources. We use 
organizational capacity to delineate these resources. “Capacity refers to the ability to perform or 	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produce and is often used in reference to potential”108 (as in “maximum capacity”). Capacity is 
multidimensional. An organization’s overall capacity to fulfill its mission depends on a variety 
of specific capacities”109. This theory is used to determine the ability of voluntary organizations 
ability to accomplish goals and objectives. Within this theory lies three types of capacities that 
effect the organization:  
- Human capacity 
- Financial capacity 
- Structural capacity 
And within structural capacities lies three sub categories: 
- Relationship and network capacity 
- Infrastructure and process capacity 
- Planning and development capacity110 
This theory provides the framework of our organizational review exploring the BLs resources 
and thus organizational capacity. By gaining insights into the League’s composition we can then 
review opportunities and weaknesses moving forward. However, resource capacity theory has a 
focus on the internal aspects of the firm without acknowledging dependencies on external 
sources. This is because it was intended to be used in volunteer organizations that often struggle 
with internal capabilities emanating from volunteer workers, and volunteer relations. This is why 
we also consider Resource Dependency theory; their use together will allow the semi 
professional volunteer driven composition of the League to be explored in depth. Using only one 
of these theories would not allow us to appraise the appropriate weight to all aspects of the firm. 
We are not the first ones to combine these theories. A report on the scarcity of resources in 
German sport clubs also combined these theories in an attempt to “get a picture of (sport club) 
resource structure within multiple dimensions of capacity”111.  The relationship of these 
resources and the firm’s dependence on them outlined by resource dependency theory has 
created the theoretical framework of this paper, as it does ours.  
These theories argue that organizations are dependent on their environment and external factors, 
noting that “the division of labor management also depends on resources such as work effort, 
expertise, and organizational connections provided by individual employees, work groups, or 
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departments”112. We can then understand that the BL as subject not only to its internal capacities 
to grow, but also to dependencies internal and external that will be outlined by the organizational 
review.  
4.2 Human resources 
4.2.1 Definition of Workers 
Human resources for sports clubs include all the players, coaches, workers, and volunteers of the 
league. As well, the BL has a director and other administrative personnel. For this review it is 
important to differentiate between the DBBF, the players on the teams, the paid workers on the 
teams, and the volunteers. Furthermore, the volunteers should be considered as either primary or 
secondary volunteers. Primary volunteers are for the lower earning clubs those who make 
decisions, while secondary volunteers are those who help with activities when need arises. For 
the higher earning teams, the primary volunteers are those who help when need arises, usually 
with game day tasks. 
In this respect, the primary volunteers of the lower earning clubs make all major decisions and 
employ other primary volunteers effectively running individual clubs.  
Most clubs/teams have one part time or more paid workers employed to perform tasks that are 
considered mundane, but important administrative work. The lower earning clubs use this paid 
employee to free up the time and energy of primary volunteers.  
As a volunteer oriented entity, the BL relies on connections with individuals to the game of 
basketball as well as individuals to particular clubs. Volunteers are often former members of 
clubs and/or have children who play with the club. This creates a closed network of volunteers 
who are already involved with basketball. In our interviews, a lack of volunteers was never cited 
as a problem, although the former managers of Falcon/BFX said that competency was113. The 
close connections of volunteers to the sport and the clubs mean that volunteers as a resource are 
at best plentiful and at worst stable, allowing the BL to de dependent on volunteers while 
maintaining a strong capacity to find volunteer labor. 
This review will not consider members of the DBBF as a human resource of the BL, although 
they are part of the composition of the League they are not a resource of the League, as 
mentioned before this is because they have allowed the BL to basically govern itself. 
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4.2.2 Culture and Control 
The culture of a firm is crucial to provide employees with an understanding of all the unspoken 
rules, artifacts, and symbols that are present and passed down throughout an organization, 
allowing for members to learn acceptable behavior and tools for problem solving114. In its 
current state the lower teams in the BL shows signs of a clan culture115 defined by an internal 
and organic culture, family-like, with a focus on mentoring, nurturing, and doing things together. 
The higher earning clubs are arguably more hierarchical but also exhibit strong signs of clan 
culture. As does the BL itself, for the BL this is a product of its reliance on soft power and the 
autonomy that the DBBF has awarded the BL. In theory, the BL could work together with the 
DBBF to create a different, more structured approach.  
There are three other types of organizational culture as laid out by Quinn and Cameron116. These 
are adhocracy, which is dynamic and entrepreneurial, with a focus on risk-taking, innovation, 
and “doing things first”117, market, which is results oriented, with a focus on competition, 
achievement, and “getting the job done”118, and hierarchy, which is structured and controlled, 
with a focus on efficiency, stability and doing things right. For more see Figure 13. 
119 
 
These different organizational cultures relate to different styles of organizational control. 
- Clan control - Characterized by informal controls.  
- High control - Uses both formal and informal controls extensively. 
- Low control - Uses formal and informal control but with only a secondary importance. 
- Bureaucratic control - Primarily uses written control, with cultural controls being 
secondary.  	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Figure 14 
 120 
As a clan culture, the BL often lacks components from the other organizational types. Our 
interviews exposed problems with a lack of structure and of focus on innovation and 
achievements121 (adhocracy, high control). The two former general managers we interviewed 
(Strøh and Low) cited a lack of coordination, poorly defined job descriptions, and improper 
structure as reasons for leaving122. Cameron and Quinn noted that 80% of organizations they 
studied showed strong signs of being one of the four types of organizations, the other 20% 
seemed to lack direction and focus123. The lower earning clubs in the BL fall into this 20%. A 
clan culture suits their resources best but at this point they are not able to satisfy the 
requirements of managerial oversight and ease of performance evaluation. The higher earning 
clubs are able to effectively manage there and create an organization with strong clan control and 
culture.  
Difficulties in organizational control for the BL can be understood as the difference in cultural 
understandings between the higher and lower earning clubs. This illustrates the difficulty the BL 
has in creating a unified strategy and structure. The individual clubs who are self governing, with 
little interference from the League means that the strong symbolic and cultural understandings 
volunteers have both with basketball as a sport and the BL, have become unfocused and 
disjointed. The higher earning clubs are able to create a stronger culture and exact higher control. 
For the BL as a whole this means that the culture of the league is disjointed and varied.   
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4.2.3 Motivation 
Motivation of primary volunteers can then be seen as of the utmost importance especially to the 
lower level clubs. Motivated workers help to create a strong culture amongst part time volunteer 
workers. All clubs are unable to gather the money necessary to hire only professionals (even the 
top earning clubs use secondary volunteers), so reliance on qualified volunteers and creating a 
situation where they are motivated to stay for an extended period of time is a major challenge for 
the BL. The more paid employees and the stronger organizational cultures the clubs/teams have, 
the longer the primary volunteers and managers serve124.  
4.2.4 Commitment 
Commitment of volunteer employees can be viewed similarly to those of paid employees. There 
are two main indicators of commitment to an organization: social control, and identification125. 
4.2.5 Social Control of Volunteers 
Knoke argues that in volunteer organizations “commitment and detachment falls on the degree 
of social control within the organization”126. The social element between volunteer workers and 
clients and among coworkers themselves as well as the overall direction and aims of the 
organization are major reasons for joining an organization as a volunteer and also correlate to 
satisfaction or detachment. Volunteers are more likely to join and be committed to an 
organization where they can influence their own situation, which means that the organization has 
to also work for its volunteers. We posit that all clubs, with high degrees of cultural 
understanding related to basketball, have the ability to create positive environments for 
volunteers. As well, the small size of clubs means that individual influence and organizational 
understanding is high.   
4.2.6 Identification 
Identification with an organization involves127: 
- A strong belief in and acceptance of the organizations stated goals and values. 
- A willingness to exert considerable effort on behalf of the organization. 
- A strong desire to maintain membership in the organization.  
Commitment to a club is more than hard work and loyalty to a sport or organization and should 
be understood as part of a connection that volunteers feel with the organization as a whole.  
Culture, strategy, and organizational structure all meet at a point where volunteer workers, their 
satisfaction, and their productivity are all related. Having a strong organizational identity with a 	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clear focus, path, and culture, as well as having clear cut employee expectations, can lead to high 
volunteer motivation and performance. On the opposite end of the spectrum, having volunteers 
who are motivated to join and participate due to a strong connection with the sport of basketball 
and individual clubs will only go so far. Creating strong identification and control through 
clearly defined strategy and cultural organization will help volunteers fit in and be successful in 
clubs.  
4.2.7 Management of Volunteers 
This leads us to better understand the management of volunteers. The volunteer management 
handbook lays out a four point approach to managing volunteers128: 
1. A vision that guides a plan. 
2. Clear targets for progress. 
3. A qualified person responsible for overseeing plans. 
4. The allocation of financial resources to support the plan.  
This list explains the “complex interplay between the needs and goals of the organization”129. 
This style of management helps create strong connections with volunteers, allowing them to be 
involved with and understand their purpose and relevance to the organization. As a 
predominantly clan focused organization, the BL and the individual clubs suffer from a lack of 
communication leading, particularly with teams from the lower half of the League. This leads to 
League plans being misunderstood, unknown, or disjointed. The head of the BL has only soft 
power, so it is only with careful planning that he can guide the 10 different clubs and their 
visions. Some of the clubs in the League have a more focused vision than others. Aalborg, for 
example, decided to create value to their product and not focus on winning by creating a network 
of individuals willing to promote the club in exchange for free tickets130, while other clubs have 
done just the opposite, attempting to win as many matches without concern for other aspects of 
the club131.  All clubs have visions that range from financial survival to on-court 
competitiveness; managing volunteers successfully depends on determining the club goal and 
communicating that message properly. The League attempts to sway teams to focus on long term 
planning but allows great autonomy to individual clubs.  
Clear targets for progress is similar to a vision that guides a plan, without interviewing workers 
who were not in charge of clubs we cannot say to what extent this is done. However, from 
talking to general managers, the impression we were given is that time and money are too tight 
to employ any large or time consuming targets. Claus Strøh said” Falcon spends every time (all 	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theirs, Ed) on urgent things never on important things”132. Urgent tasks could be finding 
volunteers for an upcoming home game, sending immigration papers for a new foreign player. 
Important goals include attracting more spectators or building a better product133. Focus for the 
lower clubs often becomes about staying in the League through on-court competiveness 
(winning games). This is to avoid being relegated to the league below the BL. This means that 
the lower clubs consider only one season at a time, and do not plan for the future health of the 
club, or consider the health of the League as a whole. This shows that lower earning clubs are 
typically forced to think short sighted, because they only have volunteer management who suffer 
from severe time constraints.  
A qualified person responsible for overseeing plans is interesting as it is often volunteers relying 
on volunteers for leadership. Clubs benefit from having volunteers with a connection to the game 
of basketball and strong motivations. Problems involving leadership often involve a lack of 
organization, perceived unrealistic expectations, and a lack of communication134. 
Leadership in volunteer organizations is important to create connections with workers and to lay 
out goals and ambitions, which the BL has difficulty achieving. The lack of ease of performance 
evaluation also means that leaders need to use soft power and instincts to steer club behavior. 
Transformational leaders are well suited for these positions as they are able to motivate workers 
by creating these connections, and appealing to workers’ identities. The stronger the vision and 
culture of the club the better suited they are for transformational leaders.  
The allocation of financial resources to support the plan is a major problem for all but the top 
clubs, as the lower clubs simply do not have any funding for anything but player salaries, 
transportation, and one paid worker. Aalborg managed to increase attendance with 1000kr yearly 
marketing budget135. This puts a huge pressure on volunteers, and displays the importance of 
volunteer, culture motivation, and management. It took a strong leader who was able to take 
risks to drastically change the attendance of his club.  
4.2.8 Communication 
Communication is an invaluable tool to convey the value of work and ensure worker connections 
to the organization are maintained and understood136. As we have already shown, a connection 
with the organization and its goals are vital for volunteer satisfaction. Communication also acts 
as a means of social control, through symbolic cultural artifacts, allowing for organizational 
competencies and customs to be quickly and easily passed along to new employees. In a clan 	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dominant organizational culture, communication acts as a means to keep close connections with 
employees, which can help with volunteer social control, but, without managerial oversight, can 
also be taken to an extreme where volunteer job descriptions become blurred and dissatisfaction 
with control can lead to motivation problems. This is a problem in the lower teams where a lack 
of structure causes the relatively few workers to end up participating in all aspects of the club137. 
As task relegation becomes blurred problems can arise. The higher earning teams with more paid 
employees arguably have more clearly defined tasks as well as more capacity to accomplish 
theses goals.  
4.2.9 Non Voluntary Employees  
This leads us to the players who are arguably the most important human resource the League 
has. Each team is allowed a maximum of two non-European players and all ten teams have 
signed two American players at a cost of around 200.000kr per person per season138. The 
remaining players are all Danish or European and can be paid (usually less than 200.000kr a 
year, with a few exceptions), however only the higher earning teams have a roster with more 
than a couple of paid players139. There are no special contract restrictions for European players, 
or youth players attached to clubs. This means that the players are free to play wherever they 
wish as long as they are not under contract with a particular team. If a player under contract 
wishes to change teams, he can do so if the club agrees which will then receive a transaction 
fee140. If a player changes teams in the middle of the season, he will have to wait 21 days until he 
is eligible to play for his new team141. As the highest league in Denmark, there is no local 
competition for elite Danish basketball talent. The only competition for these players comes 
from the teams within the League and other leagues outside of Denmark.  
Most teams have one to two paid employees. The idea being that it is necessary to pay an 
individual to take the tasks that others don’t want to do to ensure volunteers don’t burn out or 
become frustrated. All clubs would like to have more qualified paid administrative employees, 
but cannot afford it. The bulk of the paid employees are predominantly the players. To be 
competitive a team usually needs to have two Americans and perhaps other paid Danish or 
European players. These two players give instant results compared to administrative employees, 
who give long term results.  
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4.2.10 Players 
We can now move further with our review by exploring more specifically the capacity of human 
resource for the clubs in the BL. Competitive play is universally regarded as being a strength of 
the BL as all teams in both the top and bottom divisions of the League consider the quality of 
competitive play to be one of the League’s main positive achievements142. The League is highly 
dependent on the players to create its product and, as the highest level of basketball in Denmark, 
this puts the BL in a strong position. As resource dependence theory posits an inverse 
relationship between the firm and its resources143, we can determine that the BL is in a strong 
position relative to the individual players. Between the individual clubs, the financially strong 
clubs can and do hire the most talented players and continue to have success above the lower 
half of the League, however as a whole the individual teams and the BL have access to elite 
talent and possess a capacity to grow because of their position as the highest level of basketball 
in Denmark.  
4.2.11 Workload 
The clubs in the top half of the League are able both to hire more workers as well as recruit more 
volunteers, which allows them to lessen individual workload. Paid employees are able to handle 
mundane or undesirable tasks as well as handle positions of power and control. The clubs in the 
lower half of the League are not able to hire enough workers and struggle with recruitment due 
to a lack of time and publicity of the clubs. This causes a heavy workload on volunteers with 
individual volunteers being responsible for several tasks.  
4.2.12 Paid Managers 
A Canadian study of volunteer organizations found that using a paid employee to manage 
volunteers was the single most important factor in facilitating volunteer’s contributions144. This 
can be seen by the top half of the League having paid employees in positions of power. The 
lower clubs are not able to afford paid managers and rely on volunteer managers. Due to the 
difficult and time consuming nature of the job, managers often leave the club after less than two 
years145. Without having paid compensation it is difficult to convince individuals to stay when 
they lose motivation and feel they are being overworked. 
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4.2.13 Burnout and Retention 
The top clubs have volunteers and workers who have been with the club for several years and 
have gained skills in managing different aspects of the clubs146. The special skills of retained 
workers allow clubs to continue to improve as well as create new opportunities. The clubs in the 
lower half of the League suffer from burnout and retention problems due to a lack of volunteers 
and paid employees as well as a lack of organizational structure and task management. This 
causes the clubs to continually bring in volunteer managers who are new to the position. Leading 
a club is a complicated and time consuming task and having to learn the position takes years147. 
Since the lower clubs do not have long-serving primary volunteers or workers, it is difficult to 
create new, and long term projects. As mentioned lower earning clubs often have to take care of 
urgent tasks because of scarce resources being spread to thin, as they have to oversee a BL team, 
a DL team and the mother club. This can be seen by their short term thinking and lack of 
innovation and success in both advertising, drawing live attendants and competitive play. 
Again, we see that the BL is a two-tiered league with the higher earning clubs and lower earning 
clubs. From a resource capacity standpoint, the top half of the League can draw on a wide group 
of volunteers and skilled, paid, professional workers. We can see that due to clan culture the 
lower half of the League is not able to manage employees effectively to have control over the 
club while the top half of the League has this ability due to more skilled and long serving 
employees and more employees overall. The lower half of the League is thus extremely 
dependent on volunteer workers who suffer from burnout, overwork, and a lack of managerial 
control.  
4.2.14 Human Resources Conclusion 
Workers and especially volunteers are the primary resource for the BL, and as such the League is 
highly dependent on them. From the players who create the competitive play to all the people 
paid and unpaid who manage the individual teams and, thus, the League function, the BL is most 
reliant on people to create its product, and these people are fundamental to the success or failure 
of the BL.  
Volunteer workers make up the majority of the lower earning teams’ workforces with four to six 
primary volunteers and several more secondary volunteers to help with small tasks during 
matches. Volunteers also make up the majority of team boards and are responsible for all major 
decisions, projects, and their implementations within the lower earning teams. Our interviews 
revealed that there is some disagreement in terms of the quality of primary volunteers. Some 
general managers agreed that the quality and knowledge of the volunteers on the whole was 	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lacking, however they believed they were capable and competent to manage a club148. These 
volunteers are passionate people and take the positions due to strong motivation with the clubs 
and the sport of basketball. The same can be said for secondary volunteers who are often 
associated with the clubs in youth leagues or lower league teams. From two interviews with 
former general managers the outlook was understandably more bleak, citing communication, 
motivation, competency and structure of tasks as problems they faced. Despite their role as 
general manager and in part responsible for the things they criticized, they spoke as if these 
problems were ultimately out of their control. When questioned further, a lack of time, energy, 
and skill on their colleague’s part was cited as roadblocks to improvement149. 
The capacity for growth considering human resources is greatly stifled by the bottom half of the 
League. Considering the disparity in human resources we posit that a more even League, one 
where all teams had paid employees leading a small group of primary and secondary volunteers, 
would be able to pursue long term interests like increasing attendance numbers, professionalism 
and improving the bottom clubs situated in Copenhagen. The lack of individual club structure 
causes the League to rely on the top half of the League for success and limits its ability to steer 
all clubs to consider long term stability as the lower clubs are solely focused on short term 
survival. The lower half of the League also suffers from high turnover and retention problems 
related to the lack of human resource capacity. From culture and control to communication and 
motivation the lower half of the League struggles to maintain and develop its use of human 
resources leading to capacity inefficiencies.  
The BL controls the individual clubs through a clan control structure, characterized by low 
degrees of manager ease of performance evaluation and high managerial control. This is in part 
due to their reliance on soft power and in part because of the disparity in resources between 
clubs. It is interesting that the individual clubs and the BL operate with clan control. Arguably, 
the higher earning clubs have better managerial control and that is the cause, or the effect of the 
lower clubs’ problems. However, it is interesting to note that the BL itself uses the same control 
mechanics and runs into difficulties with control due to the uneven nature of the individual clubs. 
The fact that the BL is so highly dependent on human resources, especially volunteers, means 
that tighter control and managerial oversight is necessary to continue to bring in volunteers who 
are motivated successful and able to help clubs pursue long and short term goals. The lack of 	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control in the lower clubs has led to retention and motivation problems as well as a soft and 
misguided culture. The fact that volunteers are relatively easy to come by due to strong 
connections with basketball is a strong area for the BL, however improper use of this resource 
means that the League will be dependent on new and unskilled primary employees for as long as 
the lower leagues remain in organizational disarray.   
The large difference in number of paid employees between the top and bottom clubs means that 
the BL itself is not able to coerce the League in any particular direction. Without more 
uniformed clubs, the BL cannot hold teams accountable or create and pursue long term 
objectives. Instead, they rely on the individual clubs to organize themselves. In this way the BL 
lacks power and is dependent on the individual clubs varied relationships to human resources.  
4.3 Financial Resources 
The next part of our organization review is the financial resources review. Here we explore the 
capacity and dependencies of the BL on financial resources.  
Again, the BL is a league of haves and have-nots. The top teams in the League have revenues 
from 1 million kroner to 7 million kroner while the bottom half of the League has revenues from 
700.000 to 900.000kr150. This is a great disparity and creates a two-tiered league. This financial 
disparity has led to absolute competitive disparity. The same two teams went to the finals for 
seven of the last eight years, however single matches are often competitive and nobody we 
interviewed including the head of the DBBF and BL was concerned with the competitiveness of 
the League. This is in stark contrast to closed American professional leagues that attempt to 
create competitive parity through financial parity. At this point in the league’s life, the BL is 
looking for financial health, not financial parity or competitive parity, so in that way we can 
consider financial resources as dominant over competitive parity. The reason that teams are able 
to compete with such varied balance sheets is that all teams pay for two (predominantly) 
American players at the cost of roughly 200.000kr per player per season. We further review the 
revenue and liabilities of the clubs below to discover where the differences lie. Without having 
budgets and full accounting information, we can only predict what makes up the bottom line. 
Our financial review will explore this. For this review we will explore the League as comprised 
as the upper and lower earning halves of the League and determine their relationship with 
financial resources.  
4.3.1 Mother Clubs 
Revenue for individual clubs comes predominantly from sponsors for the top teams and 
predominantly from mother clubs, membership fees, and commune payments for the lower 	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teams151. Most clubs have several teams playing in several leagues including youth teams, 
alumni teams, and some clubs have multiple women’s teams as well. For all players under the 
age of 25, a maximum of 350kr per player is given for every member in Copenhagen and the 
Frederiksberg municipality152, although this number varies between different municipalities. 
This is alongside membership fees paid by these players which is anywhere from 500 to 
3000kr153. For many of the clubs 70% of their budget consists of money from the mother 
clubs154. 
For the lower clubs, support from this source of revenue is given to the elite club by the “mother 
club”. It is often a desire to have a profile in the elite league that causes mother clubs to support 
elite teams, despite the fact that it is often not a profitable endeavor. Though most members are 
not able to play in the elite league, it acts as a sign for youth members and possible new 
members that the club can compete at the highest level. Some clubs takes advantage of this by 
focusing on youth basketball155. They have many teams playing in lower leagues with paying 
members.  
4.3.2 Sponsors 
For the upper half of the League, sponsorship is the key for financial success156. The upper half 
of the League has a product that is a sellable product; they boast higher attendance as well as 
television and local media coverage. Sponsors are interested in the product that they sell and 
want to be aligned with it for their own brand identity. The lower half of the League struggles to 
create a sellable product or find viewers and is thus left with a product that sponsors do not want 
to be aligned with. The disparity between the teams’ products comes down to the event that is 
displayed. The higher teams are able to create an exciting and interesting event that sponsors 
want their product to be aligned with. The lower teams put on a simple and, therefore, poorly 
attended event that sponsors don’t want their product to be aligned with157.  
In sport sponsorship, creating a strong connection between the sport, the individual players and 
the product is paramount to a successful sponsorship relationship. This is called circuits of 
promotion158 where the lines of one sport, one player, and one product all begin to blend 
together. For instance, take the case of a world-famous athlete. Whenever this person is seen in a 
commercial for his new line of shoes for a company like Nike, people also think of the player, 
his team, the league he plays in, and other products he might be endorsing.  	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Without a quality product this is not possible and, because of this, the lower teams struggle with 
sponsorship. However, sponsorship was cited by the lower teams we spoke with as a positive 
point with room for improvement159. Currently, Falcon/BFX and other lower level teams create a 
platform, or meeting point for local businesses to meet and discuss business proposals, 
sponsorship is paid to attend and speak at these meetings. The more that a business pays for 
sponsorship the more time they get to speak on stage to the audience of other business people. 
These sponsors can then eat and drink and watch the competitive matches for free as well as 
hand out tickets to clients. Although they are not sponsoring basketball or aligning their product 
with a club, they are providing sponsorship money to the club. Several interviewees agreed that 
this is a clever and useful tool until the lower clubs could improve their product160. Bakken, for 
instance, uses this concept, but is also able to find a host of brands that wish to align their 
product with the Bakken Bears. This position has allowed them a huge financial advantage over 
the lower teams.  
4.3.3 Ticket sales 
Ticket sales provide a small amount of revenue to all the teams, but again the upper teams can 
both sell more tickets and give less of them away for free. The lower teams are forced to try and 
create demand by giving tickets away for free to promote and create demand. There has been 
success following this strategy, most notably by Aalborg. However, Aalborg was careful not to 
give too many tickets away as they wanted there to be a value given to the product they were 
creating161. That being said, the higher teams make more money from tickets then the lower 
teams162.  
4.3.4 Expenses 
The two main points to be taken from the preceding discussion are the lower clubs’ reliance on 
mother clubs and youth sport and the upper clubs’ reliance on sponsorship. This exemplifies the 
disparity of the Leagues finances. In terms of club resources, we can begin to understand the 
difficulty that lower teams face in terms of product homogeneity akin to the upper Leagues. Next 
we look at the teams’ expenses. 
4.3.5 Personnel  
The majority of costs for the lower teams are player costs. As mentioned above, signing two 
American players takes over half of the budget for the lower earning clubs, however these 
players are thought to be necessary to compete. The hiring of these two players puts the lower 	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teams in a position where, after transportation costs, there is little money for anything else. The 
higher clubs can afford employees to not only take care of administrative tasks, but also to create 
and implement new projects. As mentioned in previous chapters, this cycle of relying on 
volunteer labor with high turnover and impediments to organizational control promotes short 
term thinking in the lower earning clubs which further exacerbates these problems.  
4.3.6 Other Expenses 
There are other expenses like gym rental, which is sometimes covered by the commune, uniform 
costs, etc. These are similar between most of the teams163 and are not greatly influential as a 
financial resource. Further, without full financial information we are not able to determine the 
cost for gym rental uniform and other administrative costs.  
4.3.7 Advertising and Marketing 
Again, most of the lower clubs’ budgets are almost entirely devoted to players and 
transportation. The higher clubs can spend on advertising and marketing and that puts them at an 
advantage. The fact that they have the money and ability to do this is due to the value of the 
product they display which creates sponsorship opportunities. The lower half of the League is 
forced to spend on players to stay competitive so that they can stay in the League and not be 
moved down from the League through relegation. If a team were to move down they could 
conceivably win without expensive foreign players and would arguably be in a better financial 
position, but on a year to year basis it is possible to survive and compete in the BL for the lower 
teams.  
4.3.8 Financial Resources Conclusion 
The have and have not structure of the League means that the League cannot take full advantage 
of the financial success of the top teams, because this success is not distributed evenly and the 
lower teams drag the entire product of the League down. The distribution of financial resources 
is itself a problem or roadblock to the League’s success. A more financially uniformed League 
could find more sponsors and eventually a league-wide sponsor, which would be a major 
financial resource they currently do not have and likely cannot have with such an uneven league 
and uneven product. An event that is marketable and desirable by outside firms is paramount to 
decreasing dependence on sponsorship. 
The cyclical nature of the lower half of the League’s reliance on relatively expensive foreign 
players puts them in a difficult financial position that affects their workers and organizational 
structure and capacity to grow. As long as the lower half of the League struggles with finances 
and cannot afford employees in the same way as the upper half of the League, the lower teams 	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will be dependent on finances from the mother clubs, which puts pressure on the entire League 
because of this external financing. 
As the lower clubs’ main focus is to avoid relegation, they lack the ability to plan effectively and 
the capacity to create an event worthy of sponsorship. 
4.4 Organizational Capacity  
We will now look at organization capacity, which includes infrastructure, planning, networking 
and relationship capacities164.  
4.4.1 Infrastructure Capacity 
This refers to “the ability to deploy or rely on infrastructure, processes, and culture”165 In this 
context, we can think of this as sport halls, team buses, and organizational culture and processes. 
In terms of sport halls and team buses or other transportation modes, the League is dependent on 
municipality resources. A few of the top teams pay for gyms for competitive matches, however 
some of the teams are given gym space by the municipality. Again, while we do not have full 
information for this, we do know that individual clubs provide transportation to away games and 
for the lower earning teams this can be theorized as a large expense compared to the upper 
earning teams.  We can say that the individual clubs and the League in general is dependent on 
financial resources as well as the different municipalities for infrastructure. Without purpose-
built facilities like in the large American sports leagues, the BL’s capacity to grow through its 
infrastructure capacity is limited. A lack of gym time was also cited in two interviews as a 
possible roadblock to expansion of a club166. 
4.4.2 Planning and development 
Planning capacity refers to strategy and the ability to plan for the future167. In the context of 
planning and development lie two very important resources: one is the ability to plan for the 
future through strategy involving all aspects of resources; the other part of planning is to plan for 
the future through youth teams.  
In terms of planning for the future, the League is aware of its current position within the field of 
elite level sports in Denmark and has created a goal to overtake women’s handball in terms of 
live attendants in the years to come. As well, the League’s focus on increasing live attendants 
exemplifies their plans moving forward. The League seems to understand that the lower teams 
who are mostly located in Copenhagen do struggle and have considered them as a problem, but 
also an opportunity to league growth. However, the composition of the League and 	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overabundance of resources in the top half of the League mean that resource capacity for the 
League is disjointed and therefore their ability to plan for the long term is impeded. Many of the 
teams we talked with plan mostly for the coming year168. This is logical in a competitive sport 
business, but displays the lack of long term planning of the League.   
Planning for the future through youth teams is one area where the lower teams have created a 
strong network. The lower teams are more diversified with more lower league teams, youth 
teams, and women’s teams. This is partly out of necessity, as mentioned above there is a 
financial reason to invest in the under 25 age group. As a resource this is invaluable to the 
continued success both of the clubs directly involved with youth programs, but also with the 
popularity of the sport and possibilities for future players, fans, and sponsors. As a small but 
growing sport, creating connections with the sport and youth is necessary to continue demand for 
basketball and elite level basketball.  
The BL under Rasmus Winkel has also singled out sponsorship alongside live attendants as a 
focus for the League. Working with the DBBF and BL he can be seen as the key planner for the 
League. His focus on organic growth and marketing the League, while maintaining a connection 
to the NBA169 can be seen as planning for stable future growth. The League has begun to work 
with advertising agencies to develop a league wide brand and campaign. This is in hopes that a 
League wide sponsor can be attracted.  
4.4.3 Relationship and Network Capacity 
The BL is in an enviable position in that they do not struggle to get volunteers. They do struggle 
to maintain volunteers and manage them, but finding volunteers and having enough of them was 
not a problem for the top half of the League. The bottom half mentioned problems with 
management and finances but not a lack of willing participants. Members in lower level leagues 
are often willing to volunteer. 
4.5 Conclusion for Organization Review 
To briefly summarize this review, we have seen that the BL is an M structured organization and 
the individual clubs are simpler, following a flat structure. The BL operates under the DBBF 
both of which are headed by Rasmus Winkel who wishes to commercialize the League and 
ensure its future well being. This mission is somewhat against the origins of the DIF who had not 
considered commercialization as a prime motive, but rather were concerned only with the 
promotion of Danish sports. However, the autonomy of the BL means that it can and has been 	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pushing for commercialization. The BL, though, only produces one product which is competitive 
play and the entertainment that comes with it. As such, they are at the mercy of the ten teams 
that comprise the League. These ten teams and their success and health determine the health of 
the BL.  
In terms of human, financial, infrastructural organization, we identify the BL as a two-tiered 
league with the haves and have-nots existing in very different realities. The lack of a 
homogenous product means that the League struggles to find a coherent brand message that can 
be tied to sponsors through circuits of promotion. It is the opinion of this paper that these scarce 
resources are not only scarce due to the small market of basketball in Denmark, but also due to a 
reliance on volunteers, a lack of cultural control, misuse of scarce financial resources in the 
lower half of the League, and, above all, a lack of long term planning that has caused the league 
to hoard resources. It greatly undermines the ability of the league as an organization to guide 
itself as it is subject to the individual teams and their own strategies, and varying dependencies 
with resources. The leagues capacity to grow from within is greatly threatened by this internal 
imbalance of valuable assets.  
The League’s lack of control and lack of power within clubs means that the individual clubs 
themselves control the League more than in other closed leagues like in the USA. This can be 
seen in the organizational structure of the BL. The League’s autonomy is cited as a reason for its 
success to this point170, however, without more power given to the League, the League will 
suffer from overworked and often incapable general manager volunteers from the teams. To 
move forward from the current position the League needs to have more control so that the scarce 
resources used by individual clubs are understood to affect the entire League and thus the 
League needs more control of these resources. This will help with promotion of the League to 
television, sponsors, and its ability to market itself.  
5 Brand Management 
This chapter will answer our third research question “How does the League market and brand 
themselves?” This is important for solving our problem formulation “What are the impediments 
to the growth of the League and why does it suffer from a lack of professionalism?” as it can 
give insight into possible impediments and areas that lack professionalism. As seen in previous 
chapters, the BL and basketball within Denmark in general has experienced growth in 
popularity. It is thus important to analyze what the BL is doing in order to take advantage of this 
growing popularity by branding and marketing the BL and basketball. We explore here the BL as 	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a brand and determine what is being done to brand and market the League as a whole, while 
considering it is composed of ten individual clubs. We use the well-known marketing analysis 
tool known as the marketing mix, consisting of the four P’s, which are price, product, place and 
promotion171.  
Branding is important for the League to create a positive brand image and brand equity. To 
understand the BL as a brand we again have to reiterate that the individual clubs are also 
individual brands and they each are able to create value and identities based on their position in 
their marketplaces. This is true for larger leagues like the NBA, as well, the main difference 
being that in these leagues the commissioners of the league hold more power over the individual 
teams and their brands, so in this way they are franchises of the League and have to operate 
within the franchise guidelines172 compared to the NBA. Moreover, there is little management 
from the BL itself and the individual clubs are not franchises with central ownership. They are a 
part of a voluntary chain, a system where independent retailers come together to form a 
voluntary association (the BL) for collective action but the actors (teams) within it still operates 
individually and in different ways. Rasmus Winkel mentioned this as well173, and it means that 
the League attempts to help the lower clubs through hosting meetings and workshops to improve 
their product while planning for the future174.  
Figure 15 – Circuits of promotion for the BL 
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When we consider branding, we begin by looking at the different factors that relate to the BL’s 
ability to promote itself through circuits of promotion. Figure 15 above illustrates that many 
different circuits influence the BL. The overlapping circuits represent cross-promotion, meaning 
that when one of these circuits is mentioned, they in some way reflect back on the BL. This 
entire map is a part of the BL’s circuit of promotion, exemplifying the blurring boundaries 
between the BL and its surrounding influences within its network. Understanding the circuits of 
promotion for the BL, we can then move forward with an analysis and then explore the four P’s 
(part of the marketing mix) for the BL.  
5.1 Product 
The BL sells elite basketball and entertainment at the highest level in Denmark, as such they 
only truly offer one product. Competitive sports are an interesting product in that to a large 
degree there is little control managers and employees have over the product. Considering that the 
product is competitive play, we have to imagine that a non-competitive match is an inferior 
product to a competitive match. This is called the uncertainty of outcome theory175 and it posits 
that the absolute level or display of talent is not as important as a close match is. This theory 
alludes to a league with competitive and financial parity as being ideal, verification of this theory 
can be found by the largest and most successful American professional sports leagues. The 
paradox of professional sports leagues is that competition amongst clubs creates the product but 
can also cause certain clubs to drop out of the League due to poor performance, thus harming the 
League in its entirety, this is only true for open leagues like the BL.  
The nature of the game of basketball contains speed, high intensity, high tactical elements, 
technical difficulty and athleticism176. These are all marketable aspects of the BL, and have been 
determined by the BL to be selling points of the League. Aligning these marketable aspects with 
the NBA and other sports and brands within the network of elite basketball is a way to promote 
the product exogenously. As mentioned before the relatively competitive nature of the League 
means that the League has a sellable product, what they lack is a sellable event due to a lack of 
professionalism177.  
5.2 Price 
Price for these competitive matches ranges from 50-80kr for a regular season game, and up to 
120kr for a playoff game. This can be seen as price differentiation as it is below similar 
competitive sport leagues (discovered in Chapter 3) and below alternative entertainment choices, 
like the cinema. Most teams in the League especially the lower teams also give away a large 	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portion of free tickets. This is to increase attendance and avoid a fine for not increasing 
attendance year over year, to create a professional atmosphere in the event hall, as well as create 
connections with consumers. However, there is a fine line between lowering the value of the 
product, and finding enough attendants willing to pay 50 to 120kr. Many clubs give tickets to 
members of the club or free entrance to those under 15. Aalborg who has seen a major 
turnaround in its attendance did exactly that, by giving a small portion of tickets away to those it 
felt would not otherwise come, and charging a small fee to those with a strong connection to the 
game178. Aalborg has increased attendance dramatically over the last 3 years179.  
5.3 Place 
Competitive matches take place at gyms across the country; the largest collection of clubs is in 
Copenhagen where 4 out of 10 clubs play. The rest are spread across the country. These halls are 
seldom sold out to capacity as can be seen from the spectator numbers. The gyms however vary 
a great deal. Some teams have arenas that can seat up top 1800 people180, while others can only 
hold 500181. This has been identified by the BL as a big weakness of the League182, as some 
teams (usually the lower earning clubs) cannot provide a product that matches the higher earning 
teams, or even the visionary base level that the League is striving for. This hurts the overall 
product of the League, as it is highly uneven, and further creates greater disparity between the 
higher and lower earnings teams, because the latter can not attract sponsors due to their below 
average product in part based on their unsatisfactory facilities.  
5.4 Promotion 
The BL and its lower teams struggle to promote. The four clubs in Copenhagen have the largest 
market available, but are unable to take advantage of this due to a lack of advertising budget, and 
a host of competitors. The lower clubs have little promotion citing time constraints as the major 
hurdle to more advertising183. There are opportunities to promote and the League feels there are 
untapped customers, especially in the Copenhagen area184, but currently they are not being 
targeted effectively. Due to the lack of exploiting these markets, the League relies on attendance 
of people with a connection to the BL. At this point 23% of all attendants have a connection with 	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a club competing in the match185. It will be necessary to find and penetrate new markets if the 
League wants to continue its growth.  
5.5 Four P’s Conclusion 
The product of competitive play in the BL has unique characteristics that are desirable and 
marketable. Moreover, the fact that the BL can survive by under cutting their competitors puts 
them in a strong position for growth and allows them to build a strong brand image. However, 
the unevenness of clubs, lack of time and resources for promotion, and missed opportunities in 
Copenhagen mean that the League’s brand has not yet formed or had a breakthrough to the point 
the BL would like.  
We have already discovered that the League needs a homogenous product where the lower half 
of the League can add value to the product it produces, for league wide sponsorship or at least a 
more stable, and financially viable League.  
Through circuits of promotion and analyzing the four P’s we now have an idea about the 
marketing situation of the BL. We can then explore the brand of the League to help further create 
an understanding of the Leagues branding and identity. 
5.6 Brand Management 
Managing the BL brand involves soft power by the head of the League, as he has no vote and no 
hard power for creating changes186. It is only his ideas, initiatives, and coercing that can change 
the direction of the brand. In this way, agency problems are likely, especially considering the 
enormous differences in team wealth. It is up to the League to have a strong idea, good 
communication, and an understanding of the individual clubs to successfully manage the brand 
to create brand equity. This can be seen in the split between long term thinking of the higher 
earning clubs and short term thinking of the lower earning clubs. The BL is attempting to coerce 
the lower earning clubs to consider the long term in their operations. However, the lower earning 
clubs struggle with this due to financial constraints and a lack of managerial control. Considering 
the organizational review we also have to consider input from the DBBF and the BL’s head 
offices. The autonomy the DBBF has given to the BL has in turn been passed along to the 
individual clubs who act semi autonomously. Again, the lack of financial and human resources 
creates barriers to effective brand management.   
Brand identity 
The BL is attempting to portray the speed, high intensity, high tactical elements, technical 
difficulty and athleticism angle of basketball. In this, they are attempting to tie themselves to the 	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NBA where basketball is seen as a popular urban sport. It is fashionable and desirable187, as such 
the NBA and BL have fans who are on average young males with a high education and a high 
percentage of female fans compared to other sports188. The close connection between the BL and 
the NBA puts the BL in a strong position to quickly and efficiently tie itself to the strong brand 
of the NBA. Despite not being able to compete with the quality of play or the quality of the event 
of the NBA, the BL can create connections with and promote the game of basketball through the 
success and notoriety of the NBA. Other small sport organizations struggle to understand and 
create a brand189. However, the BL is well on its way and understands its importance. This can 
be seen through the NBA broadcasting on DK4 and DR3, where the NBA games feature cross-
promotion of the BL during the broadcast. Due to the limited budgets of most of the BL teams, 
this is the only way teams and the League are able to align themselves with the NBA as of right 
now. Communicating a brand identity to all the individual teams, and ensuring they 
communicate it to their workers will be a challenge for the League. This brand identity needs to 
be closely regulated and monitored by the League to help create relationships with sponsors and 
blur the line from one product to another to create circuits of promotion and entice sponsorship 
agreements that can further the reach and impact of the BL brand.  
5.7 The Value of the Brand 
The value of the BL comes from its ability to sell itself to sponsors that desire to align 
themselves with the BL’s brand. Right now the League does not have a league wide sponsor, 
which hurts the BLs ability to promote themselves and increase their brand value. A league wide 
sponsor would mean more money, would give the BL better opportunities to advertise, and 
increase brand value. According to Michael Piloz from Bakken Bears: “If a big company 
(Carlsberg) was the sponsor of the league it would be a huge plus”190.  
Considering the importance of circuits of promotion discussed previously, this means that the BL 
needs to be able to create a community with other companies and a unified message about its 
brand. This notion of community is especially important for the lower earning clubs who rely 
more heavily on youth teams, etc. All facets of the club need to be considered as part of the 
brand and part of the community. The BL needs to understand the importance of all facets of the 
game of basketball, both elite and non elite. In this way we have heard criticism that many of the 
clubs do not treat their non elite members with respect191, this is an area where the BL needs to 
communicate and create awareness to the importance of all members of the basketball 	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community. The value of the BL is dependent on the BL’s ability to communicate the virtues of 
the brand to its brand community. Advertising and sponsorship reinforce consumer 
understanding of the BL brand. The ability to entrench itself in the brand community and exploit 
circuits of promotion will allow the BL to create a valuable brand. An important way to improve 
brand value would be to gain a league wide sponsor. 
5.8 Differentiation and Customer Value 
The BL can boast two different forms of differentiation; price and product. We have seen that 
the average price for a BL match is equal to or less than all major and secondary competitors in 
the Danish marketplace. For those who are interested in elite live basketball this can be seen as 
price competitiveness and high consumer value.  
“Product differentiation is an excellent way of gaining competitive advantage over one’s 
competitors”192. Due to basketball’s generally low profile in Denmark, the BL should attempt to 
sway consumers of other team ball sports to watch basketball, however, the product of elite 
basketball itself is different from other sports. This is especially due to the many game breaks as 
previously mentioned. According the Rasmus Winkel and Mads Olesen193, it is essential that the 
teams of the BL uses these breaks to create additional entertainment which adds to the 
entertainment level of the games. The breaks also gives the clubs great opportunities to 
differentiate themselves from other sports events, as they can put in whatever type of 
entertainment they wish to. Aalborg for instance used a jumping castle at a game194.  
5.9 The Brand Strategy 
The strategy for the BL is to differentiate itself from its competitors by attaching its likeness with 
the NBA, which it feels is an intense, exciting, and fashionable product195. They are attempting 
to position themselves relative to their competitors through price and product differentiation and 
to create awareness of the League while taking advantage of the natural growth of basketball in 
Denmark. A more unified and even League will be able to not only take advantage of basketballs 
growth more effectively than is the case now, but will be able to market and position itself in 
different ways that at this point are not possible due to a lack of brand identity. As such, the 
strategy and position of the League is relegated to a sub culture with grass roots and word of 
mouth advertising.  
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5.10 Creating value 
All of this is to create a brand that is valuable to both consumers and, more importantly, 
sponsors. In the near future, it is expected that attendance will increase, but the financial viability 
of the League rests on sponsors. Attendants are useful to sponsors for exposure and to create a 
professional atmosphere during competitive matches. The value of the League rests on the lower 
teams ensuring that they have a product worth sponsoring, one that will entice sponsors both to 
help the lower teams financially and make it realistic for the League to find a league wide 
sponsor.  
It should also be mentioned Copenhagen is a center for sports and basketball with at least 20 
basketball clubs196 (DBBF) in different divisions. It also has a great amount of streetball courts 
and internationally FIBA recognized 3 on 3 tournaments197. The BL brand has huge room to 
grow here, despite stiff competition and a culture that has not grown up with the sport there is 
still growth of basketball in Copenhagen and as the largest market sponsors would potentially 
gain more exposure from having one or more prominent Copenhagen clubs. 
5.11 Positioning 
The BL is able to position itself as both a competitor and substitute good of the NBA. The BL 
cannot compete with the NBA in terms of talent and money and thus competitive play and 
entertainment. However, the BL can maintain connections with the game of basketball through 
the NBA. To do this, the BL can create points of parity with the NBA and align brand values 
with those of the NBA that are already well known throughout the world. The American Football 
League (AFL) in Denmark offers a useful example, as they have been able to connect themselves 
with popular televised NFL broadcasts in Denmark198. By doing this they have grown local 
interest in the sport as well as membership in and sponsorship 199 of their organization. By 
connecting with the NBA, the BL could theoretically grow interest and membership into youth 
clubs, as well as gain viewers for live and televised games. The likely possibility that a Danish 
player will enter the NBA makes this more necessary and relevant for the BL. Interestingly, this 
was seen in Germany, when Dirk Nowitzki entered the NBA and the sport experienced growth 
and popularity in Germany200.  
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6 Conclusion for Micro Economic Review of the BL, Organization 
Review and Brand Management  
Our review of the branding, organization, and market of the BL has allowed us to consider the 
League as existing in an environment dependent on a host of factors and internal and external 
forces. When considering impediments to the professionalism of the League we have to take 
account of all of the forces at play. Starting with the micro economic review we determined that 
basketball is not historically played in Denmark to the same degree as other sports. The lack of 
interest has caused low demand especially in Denmark where competition is fiercest. There is 
room for optimism as it is the fourth most viewed sport in terms of live attendants and appears to 
be growing both the BL and from a variety of areas external to the BL, namely the NBA on DR 
and GAME Copenhagen. 
The BL at this point suffers from a lack of identity, exposure and a small market, this prevents 
them from taking full advantage of circuits of promotion. Looking back at Figure 15- Circuits 
of promotion for the BL, we can see that there are realized, unrealized, and undeveloped 
circuits the BL could access. The BL does have media coverage including both televised games 
and newspaper coverage, however there is little television coverage and it does not appear on 
any major Danish channels. Relationships with sponsors are varied between the higher and lower 
earning clubs, and the lack of a league wide sponsor is also an unrealized circuit.  
Additionally, there are many similar products and sports that could be tied with the BL, namely 
streetball and other urban focused and American team ball sports like the NBA. The League is 
not yet in a position to brand itself with the likeness of a high profile player or league sponsor, 
these are areas for improvement in the future. The large barriers the BL faces in regards to 
creating a seamless brand within circuits of promotion can be attributed to the lack of popularity 
and financial capacity of the League. Without a unified product and a more homogeneous 
League where all clubs have similar capacities, capabilities, and opportunities to promote 
themselves and create a marketable event, the ability of the League to entrench itself in its brand 
community and create a strong brand image are several steps away.  
This alludes to the fact that branding a little known organization and sport is extremely difficult. 
A strong brand will not increase popularity in itself, as cultural and financial barriers are also 
hindering the BL, as mentioned in previous chapters. It is, however, extremely essential that as 
the League continues to grow and attempts to improve its organizational professionalism that it 
considers the value of the brand and is aware of all the aspects that affect its capacity for 
promotion.  
We can therefore conclude that the impediments to professionalism and growth of the League 
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are affected by dependencies on scarce resources related to human, financial, and infrastructural 
capacities. The BL, as a leader of 10 individual clubs, is subject to clubs relationships with these 
resources and capacities to grow. Without adequate resources themselves the BL is highly 
dependent on the clubs to perform and the League as a whole thus suffers when half of the 
League cannot create a product akin to the other half. The professionalism of the entire League is 
harmed by the two tiered nature of the clubs in the BL. 
There are a host of tools used to rectify inefficiencies in a heterogeneous league as the BL is. All 
major American sport leagues attempt to create parity through redistribution of resources. Each 
major league has created its own unique set of tools to accommodate problems specific to the 
sport, and league. Using sports economic theory we can explore how some of the most basic 
redistribution techniques work. After the theoretical implications of redistribution have been laid 
out, we then explore the NBA and their specific use of these tools to examine their implications 
in reality. This allows us to illuminate our final research question “What theoretical tools can be 
used to improve parity in a sports league?”. 
7 Sports League Parity Review and Recommendations 
7.1 Microeconomic Two Team League  
The BL reflects a hypothetical two team league in that there is a large discrepancy between the 
top and bottom teams, leading to a situation of the top earning half of the League and bottom 
earning half of the League each representing one team in the two team league. This review 
considers revenue redistribution tactics aimed at creating parity between the two teams. In this 
review, the ultimate goal is competitive parity related to the cost and ability to pay for talent. In 
the BL, the primary goal is attaining financial and event parity. The tools explored in this review 
are still relevant when considering the BL’s unique goals. 
Sports Economics tells us that winning in a sports league is a product of spending on both 
managerial and player talent201. Of the four major sport organizations in the USA, none are 
considered perfectly balanced. The NFL, featuring the strictest rules of revenue redistribution of 
the four sports, has the most competitive parity202, however winning is still a product of revenue. 
The more successful a team is the more demand there will be for that team and, therefore, 
revenue will increase. However, the highly competitive nature of sports leagues means that 
spending on talent is subject to diminishing returns203, which means that finding a balance 
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between winning and spending is paramount to a successful sport team. This review will explore 
the major tools used to rectify financial disparity caused by uneven revenues stemming from 
varied market sizes. That is to say, a team in New York and Los Angeles has access to a much 
larger market, and thus higher revenues then Utah or Denver. In the BL the opposite is true, due 
to historical connections with basketball in Jutland and an abundance of competitors in 
Copenhagen, the Copenhagen area clubs struggle. However, the tools used to rectify the situation 
are the same.  
7.1.1 Competitive Imbalance 
In a situation of competitive imbalance, sports economic theory predicts that in a two team 
league with a large market or wealthy team and small market or poor team competing with each 
other, there will be an imbalance as the larger market team will be willing to spend more on 
talent in an attempt to increase wins, since they both have more resources and the marginal value 
of winning is higher for them through increases in attendant growth, sponsorship opportunities, 
and television contracts204. In this situation, the equilibrium will be uneven in that the large 
market team with a larger revenue curve will win a majority of the games due to its increased 
spending205. The problem with this is compounded in a two team league, due to the uncertainty 
of outcome principal which posits that fans will lose interest if the outcome of the game is 
certain206. All major sport leagues suffer from and attempt to rectify imbalance to little avail. 
However, there are tools to help. 
7.1.2 Gate Sharing 
Looking at our two team league under gate sharing we can see that two things will occur. The 
first is that the large market or higher earning team will earn and thus pay more to the lower 
team, as they sell more tickets compared to the lower earning team. This will cause the cost of 
talent to fall, as the buying power of the large market team is weakened207. In this model, we 
have a closed league that is assumed to be a major American league where the best players in the 
world choose to play. As such, the league can theoretically pay the highest wages. In the BL, 
though, the most talented players will play in other leagues that can offer higher wages. This 
means that players available to clubs in the BL are likely available as they are talented enough to 
play elite level basketball, but not talented enough to move on to larger leagues outside of 
Denmark. This means that the cost of players both Danish and foreign are relatively similar to all 
clubs in the League. The difference in the BL is that only some clubs are able to afford more 
than two paid players. That being said, this theoretical model does illustrate the relative wage 	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costs for the BL. The other problem with this model working in the BL is that, if implemented, 
the lack of revenue from ticket sales would render this an unviable tool to fully correct the 
financial imbalance.   
7.1.3 Luxury tax 
A luxury tax is a tax on all payment to players above a certain limit208. In the major American 
leagues the league commissioner, individual teams, and the players associations all come 
together and decide what the pre luxury tax limit should be. Players of course would not like any 
luxury tax or salary cap, preferring free movement of players without contract restrictions. 
However, commissioners of all the major American leagues have convinced players associations 
to implement luxury taxes to promote parity and protect the owners from themselves. The luxury 
tax in this model also lowers the cost of players and coerces the large market teams to spend less 
on talent and the small market teams to spend more.  This tends also to improve the winning 
percentage of the small market team, as the large market team spends less on talent and thus 
wins fewer games209. This again would need to be implemented by the BL and the general 
managers of the teams. As the League right now stands as a have and have not league, and the 
have not’s are struggling to survive and to plan long term, they would likely benefit and desire a 
salary cap.  The top teams in the League could perhaps be forward thinking enough to also vote 
in favor of this, however the middle of the League would likely vote against it. This is because of 
a lack of homogeneity and unity in the League, the lack of a clear path and mission, and the 
DBBF’s inability to sway the individual clubs.  
7.1.4 Microeconomic Two Team Conclusion  
These two forms of wealth distribution are simplified, however, the general principle behind 
them allows for an understanding of the complex notion of wealth redistribution in sports.  They 
follow the common thought in sport and sport theory that money spent on talent both player and 
manager equals wins. Redistributing this money, alongside regulations to how it is spent, would 
balance the competition in the League both on and off the court. It is interesting to note too that 
nobody we spoke with mentioned competitive balance as a problem in the League despite the 
same two teams being in the finals for seven out of the last eight years210. If we can assume that 
the competitive balance is not a problem, at least not game to game balance, then we can still 
understand the tool of redistribution as helpful to improve financial and event parity.  
Perhaps these finances do not need to be spent on players if competitive balance is equal, but 
product and organizational imbalances certainly do exist, so it is possible that redistribution 	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could help product and organizational parity throughout the League. Simply transferring revenue 
from one team to another is not possible in the BL or other professional leagues and the tools 
used to redistribute resources are complex and geared towards the unique characteristics of each 
specific league. The BL currently does have a system of levying fines on teams who are unable 
to increase attendance 15% year over year and on teams who fail to live up to agreements as laid 
out by the BL211. All this money is then distributed to the teams who were able to increase 
attendance 15%. This illustrates the League’s focus on attendance over competitive or even 
financial parity. However, considering the hypothetical two team league, we posit that this could 
in fact harm parity in the League, as lower earning teams could get weaker if they do not reach 
the 15% increase and then lose both the tax and possible income of the revenue sharing from all 
the fines. 
The best basketball league in the world, the NBA, struggles with a similar problem as the BL. 
However, instead of higher earning and lower earning teams, the focus is more on big market 
versus small market teams. The NBA puts emphasis on competitive parity. They attempt to 
ensure that the small market teams have a level playing ground on and off the court and financial 
capacity to acquire talent to create a satisfactory product for the League as a whole.  
 
7.2 NBA review 
This review will consider tools used by the NBA in relation to the hypothetical two team league 
mentioned in the previous chapter. We will then be able to see how these tools are implemented 
in a real life situation. By looking at the tools the NBA uses to improve parity and understanding 
these, we then adopt possible recommendations for the BL. 
7.2.1 Closed league 
Unlike the BL, the NBA is a closed league, meaning that teams have to apply to enter the league 
and cannot be moved down due to poor performance. The league offers territorial rights as well 
as a worldwide brand that is closely monitored by the league. There are also complex rules 
involving luxury taxes, and revenue redistribution, this helps smaller market clubs compete with 
larger markets both financially and through on court competition212. The different franchises all 
pay an entrance fee to enter into the NBA and give some of their freedom to the league213. In this 
way, the NBA has control over national television deals, national marketing and advertising 
campaigns, as well as redistribution tools. They are also able to award territorial rights that stifle 	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competition. This lack of competition creates a situation where the NBA has monopoly power 
and is able to exploit player salaries and television deals. It is theorized that the individual teams 
are willing to participate within the league precisely because they can earn more by doing so. 
Giving up individual rights to bargain for television deals is a prime example of this.  
7.2.2 Revenue sharing and its impact on spending 
Monopoly power and strong territorial rights mean that teams are free from true competition and 
receive a minimum salary to cover player costs that is covered by revenue sharing. So what then 
is the incentive to win? The NBA uses a soft salary cap, meaning that it is possible to go over the 
salary cap by paying a tax for every dollar over the cap214. This is similar to the NFL system’s 
hard salary cap that has a minimum and a maximum that teams can spend. The difference being 
that the NFL’s hard salary cap means that teams cannot go over the cap. Putting an absolute limit 
means that teams are forced to manage assets wisely.  
The NBA has a minimum salary cap put in place to ensure team owners spend a necessary 
amount to create a quality product worthy of the NBA brand. This lower limit is always reached, 
in part because the NBA is arguably a sportsmen’s league215. This is a league in which owners 
desire to win, not only turn a profit216. The same can be said for the BL, as we have seen that 
especially lower earning teams pursue instant winning over long term financial health in that 
they pay a substantial amount for foreign players. The general managers of the teams and 
coaches push for higher quality players to increase winning percentage and maintain their jobs. 
Coaches and players are subject are subject to the wishes of the general manager and are hired to 
win and be competitive. 
The other incentive to spend is that, in the NBA, local television deals, sponsors, ticket sales, and 
concession stand sales are not split within the league217. Again, this is different from the NFL 
where there is one national television deal and ticket sales are split 60-40 between the home and 
away teams218.  Not splitting this revenue pushes owners to create an interesting product and 
competitive team to fill the stands and sell jerseys, food, game programs, etc. This means that 
large market teams are at an advantage and certain large market franchises are willing to spend 
on players to ensure they have an entertaining product year after year due to the amounts of 
money involved in these television deals. There is reason to spend on a team and try to create an 
interesting product, but it is also important to consider the other teams in the league. Despite not 
sharing ticket sales, there is an incentive to have the largest number of teams as competitive or at 
least interesting as possible to create interest in competitive play.  	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7.2.3 Reverse draft order 
The reverse order draft awards all the NBA teams that do not make the playoffs a chance to 
select from the next class of players who have made themselves eligible to enter the NBA 
draft219. These players come predominantly from the NCAA and European leagues. The rights of 
the players who get selected are covered by the CBA. The CBA rewards drafting teams an 
extended contract for a lower wage then these players are worth given their value to the teams 
they sign with. They also are unable to negotiate this contract or negotiate a trade during their 
rookie contract. The draft allows teams with a low winning percentage the opportunity to add 
talent to their rosters at a relatively low cost. This helps them both to create a competitive 
product in future years but also allows for interest to remain with teams who have low winning 
percentages.  
This shows that despite the notion that teams will become adverse to spending due to revenue 
sharing, teams in the NBA, NFL, MLB, and NHL for the most part do not. The desire to win by 
owners, managers, and players drives these leagues and the ability of redistribution to be 
successful. There are of course criticisms, most notably toward the lowering of player salaries, 
which is anti free market and lowers the cost of players for free spending teams, thus increasing 
disparity220. Further, the fact that the same teams in all leagues are over-represented in playoffs 
and championship competition suggests a disparate competitive situation similar to the BL, 
however when considering only winning percentage revenue sharing undoubtedly helps small 
market clubs. There are a host of ways to redistribute wealth and all have different problems 
associated with them. 
7.2.4 Strategy 
To further promote competitive parity within the NBA, the NBA redistributes money from 
national television deals and from those teams who go over the salary cap. Despite evidence that 
the NBA is a sportsman’s league, certain owners are risk adverse. That is not to say that risk 
adverse teams do not want to win, for as seen above there are good financial reasons to win. 
However, risk averse teams will generally not exceed the salary cap and will thus be awarded 
with extra revenue from those who do, as only the teams who do not exceed the salary cap get a 
percentage of the funds221. Thus, the NBA’s closed system allows for the league to ensure that 
all teams within the league are financially secure yet willing and able to compete, and present a 
homogenous product. This product is very valuable marketable and due to league control has a 
strong brand identity, and equity. Redistribution is paramount to this and allows small market 
teams to compete with large market teams, which in the end creates a healthy league that 	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benefits the large market teams in the long run, while taxing the wealth they receive from the 
territorial rights and a strong brand awarded by the NBA monopoly.   
7.2.5 NBA Review Conclusion  
The BL as an extension of the DIF can be seen as a sportsmen’s league as they are willing to 
spend to win rather than to maximize long term profit. This can be seen in the overspending on 
foreign players to remain competitive. The NBA attempts to incentivize teams to spend to create 
a desirable product, although there are not enough large markets or capable franchises to ensure 
steady competition and because of this teams go through stages of success and failure, without 
being forced to a lower league. Because there is no relegation to lower leagues, the NBA is 
highly aware and reactionary to ensuring teams do not field an undesirable product. In the BL, 
the incentives to spend are to avoid relegation. This is especially true for the lower half of the 
League. Redistribution needs to be aware of the inefficiencies and make up of the League. The 
stark differences between the NBA and the BL mean that the BL cannot adopt a system similar 
to the NBA, however certain characteristics can be taken from the NBA to attempt to steer the 
BL in the proper direction. Considering organizational and personnel inefficiencies as a major 
setback to professionalism in the BL, we can determine that redistribution of resources can be a 
useful tool in its rectification.  
 
7.3 Recommendations 
Our problem formulation was “What are the impediments to the growth of the League and why 
does it suffer from a lack of professionalism? What can be done to rectify this situation?” We 
have already identified the problems relating to the League’s growth and professionalism. We 
then explored theoretical tools related to sports leagues and seen how the NBA applies them. We 
have, thus, answered the first part of our problem formulation and now seek to answer the 
second part by setting forth recommendations for the BL on how to improve its professionalism 
and impediments to growth.  
The BL is growing organically and increased interest in the NBA and basketball in Denmark 
leads us to believe that the League will continue to grow and have success in years to come. The 
League’s stated goals of attendance growth and overtaking women’s handball seem to be 
realistic and achievable without considerable organizational changes. However, the BL has also 
singled out the professionalism of the League as an area requiring attention and improvement222. 
For the BL, professionalism is defined by having professional people working in the League223. 	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Our definition of professionalism involves organizational capacities and efficiencies. This 
definition allows us to offer more realistic and further-reaching structural improvements; 
realizing a League consisting of only paid workers is possible only after organizational 
improvements.  
Our review singled out the lack of product parity caused by uneven access to resources. As well, 
the lower earning clubs short term focus on winning and inability to create a desirable event 
worthy of sponsorship harms the overall health of the BL and impedes its ability to steer the 
direction of the League. Rectifying this problem can then be seen as an exercise in improving the 
organizational capacities of the lower earning clubs, all of which are located in Copenhagen, 
except for Aalborg. Theoretically, creating a more even League will allow the lower earning 
clubs access to resources that can be used to improve the quality of the event they create. This 
will in turn improve the BL’s overall revenue, attendance and ability to brand the League as well 
as create sponsorship networks. However, the lack of resources especially with the lower earning 
clubs makes it difficult to accomplish any goal other than avoiding relegation due to poor 
competitive performance. The lack of organizational capacity and dependence on scarce 
resources means that an external influence is needed to break the cycle of overspending on 
foreign players and overworking volunteers. The thought that the lower earning clubs do not 
have the internal capacity to improve their situation leads us to our first recommendation.  
7.3.1 Hire a liaison to work with the clubs in Copenhagen.  
This idea stems from the high turnover rate of managers in the lower earning clubs. The job is 
predicted to take years to learn224, as volunteers are not experienced, paid professionals. The 
liaison will work with new managers, reducing the learning curve and taking pressure off of 
overworked managers. In this way, tested methods of club management can be passed along 
easily and the BL itself can gain influence (without hard power) in the lower clubs.  
Clan control is characterized by managerial oversight that we determined was lacking in the 
lower clubs. The addition of a liaison will theoretically improve the clubs ability to manage 
organizational culture effectively. As seen in Figure 16 below, the liaison would increase 
managerial control, which would in theory improve event quality and push the lower earning 
teams, closer to the higher earning teams.  
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The liaison should be a paid professional that is agreed upon by all clubs. It is in the best interest 
of the League to improve the lower clubs and, in that regard, all clubs interviewed would be 
willing to support the BL in hopes of improving the League225. The liaison could also be an 
event manager, something Andreas Larsen of Næstved mentioned226. This event manager could 
help the lower earning teams with improving their game day entertainment in order to create a 
better product, that would help gain more sponsorship and help the League’s overall product 
which could lead to a league wide sponsor.   
If a league wide sponsor is not gained (discussed more below), we must then ask, where the 
money for this liaison comes from. Redistribution re-enters the conversation, we saw earlier the 
effect redistribution has in a two team league and in the NBA review the different types of tools 
that can be used to raise money for the League were discussed. In the BL, a luxury tax on paid 
players would increase the lower earning clubs ability to compete by decreasing the amount the 
higher earning teams spend on players, as well as raise money to hire a liaison. As the BL is an 
open league, the overall cost of players will likely stay the same, unlike in a closed league that 
was explored in the two team league review. This is because foreign players have other options 
of leagues to play in, if the market rate is not paid they can play elsewhere. One problem with 
this remedy is that the lower earning clubs also hire paid players, so this tax could prove 
detrimental to their finances and ultimately help the higher earning clubs by weakening the lower 
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teams. Therefore the tax would need to be only applicable to teams with over a certain number of 
paid, non-Danish players.  
7.3.2 A taxation of X percent on all paid non Danish players over the number Y of players on a 
team, where the new player was not previously on the teams roster 
As well, the tax would only be applicable when hiring a new player not on the roster from the 
previous year. That would mean that new players would be signed to a contract and a tax would 
then be paid to the League. The idea is of course to raise money for a liaison; however, this tax 
would also help by raising the cost of players, pushing the expenses of the higher earning clubs 
closer to the lower earning clubs through the redistribution mechanism discussed above. As well, 
by taxing only new players the League will be incentivizing clubs to retain players and to hire 
Danish players. This has the added benefit that Danish-born players have a preexisting profile in 
the Danish basketball community and are therefore more desirable to sponsors.  
Indeed, the lack of tax on Danish players could improve the state of Danish Basketball as a 
whole. Hiring one American could be tax-free, but hiring a second could activate the tax. The 
same rule could be applied to European players not from Denmark. This could make the lower 
earning teams spend less on foreigners and more on long term related assets for the club, while 
the higher earning teams would be taxed for hiring non-Danish players and the tax money 
redistributed centrally to the League who could spend it on a liaison. The teams of the League 
would need to vote on this and need a majority to accept the proposal. However, both Larsen and 
Piloz mentioned in their interviews that they would in some way be interested in redistributing to 
the League centrally, just not to the individual teams227. 
The BL can also raise money by changing the structure of its redistribution method for money 
raised from taxes. As mentioned before, the BL penalizes teams who do not raise attendance by 
15% each year, as well as for not abiding by White Book rules. The money raised from this is 
sent to the teams who do raise attendance by 15%. This money would likely be better served by 
going to the BL instead of to individual teams. This is because the teams with the capacity to 
improve attendance and ensure all regulations are met are likely the higher earning clubs, so 
financial penalties paid from the lower earning teams to the higher earning teams only further 
weaken the lower earning teams and thus the money would be better spent on a liaison to help 
improve the product of the lower earning teams. 
Hiring a liaison and leveling the amount teams spend on talent is the first and most important 
step the BL can take to improving the professionalism of the League. It will increase managerial 
oversight and improve parity in the League. The BL has to consider the growth of 	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professionalism as a long term goal, when the lower earning clubs have improved their 
organizational efficiency the League can continue to improve by expanding the reach of the BL.  
7.3.3 Work to expand the market of the BL and improve the brand image  
The first part of this recommendation hints towards amalgamating some of the Copenhagen 
clubs. Falcon/BFX has already done this by combining their team with two first division teams, 
Glostrup IC Basket and BMS Basket228. Contracting the League in order to expand may seem 
counterintuitive, but as an open league it is always possible and relatively easy to expand again 
should it be necessary. More importantly, the new club(s) would then have one team in the BL 
and one team in the first or second division. It is much cheaper and less complicated to 
participate in the first and second divisions. This is due to less travel, less games, and not as 
many paid players or sponsorship concerns. 
The main reason for this recommendation is that, even with the liaison, the clubs in Copenhagen 
suffer from capacity problems related to not having the amount of administrative workers 
necessary to create and market an event. By combing the resources of teams, the organizations 
will decrease dependence on human and financial resources. As well, the lack of attendants in 
Copenhagen to live matches means that supply is above demand. Creating a valuable and 
desirable event means that demand needs to be increased or supply needs to be decreased. 
Combining the teams will decrease supply, and free up resources to work on increasing demand. 
Shortening supply is a tool used by the major American leagues to keep demand high229. 
At this point the BL should change its control style to the more aggressive and malleable 
adhocracy model. The individual clubs will likely remain clan dominant, but the League itself 
could benefit from focusing on its ability to differentiate its product and external surroundings 
allowing for growth opportunities to be exploited in its circuits of promotion. This type of 
culture is more flexible and adaptable to the changing landscape of basketball in Denmark. 
Using this style of culture will allow the League to increase demand by looking to points of 
parity to attempt to find new markets. From our brand review we found that; streetball, the NBA 
and other sport clubs in Denmark are all in the BL’s brand community.  
Our micro economic review explored the growth of the NBA’s popularity in Denmark, along 
with streetball. Creating connections with the NBA through advertising and promotions would 
quickly expand the BL’s notoriety in the public sphere and reach markets that are currently 
unaware or uninterested in the BL.  
Streetball and other areas with markets akin to the BL are as of now unexploited, as the League 
struggles with its own brand identity. As the League continues to move forward with the quality 	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of its event, it can tie itself to other brands and activities allowing for the BL to increase its 
footprint.  
The BL at this point should strive to become more homogenous; revenue sharing and the liaison 
will work towards creating uniformity in organizational capacities and dependencies. As the BL 
explores its brand community and circuits of promotion the leagues already experienced organic 
growth will accelerate.  
7.3.4 Find a corporate league wide sponsor 
If our previous recommendations are implemented successfully, the League will be in a position 
to begin in earnest attempting to find a league-wide sponsor. League wide sponsorship would 
create a new source of revenue, and if used correctly would allow for greater league control and 
brand management.  
The League should not distribute the money from the sponsorship directly to the clubs230, but 
should instead use the money to create a new organizational entity above the teams and below 
the BL that can look into new markets, sponsorship, entertainment, and expansion opportunities 
for the League. This entity would operate with the approval of League managers and focus on 
problem solving and planning for the League. This would allow the BL to have higher 
managerial control and react better to their environment. As well, it would take pressure off of 
the individual clubs and provide the BL with more oversight and power to sway the direction of 
the League; all of this will create a closer more homogenous League. Additionally, with 
increased sponsorship and the expanded exposure to the League this would provide, the BL 
could then look to media, television, newspapers, and other media to further bolster coverage of 
the sport, helping to increase basketball’s popularity in Denmark and making the sport even 
more desirable for sponsorship. 
7.4 Sports League Parity and Recommendations Conclusion 
The three recommendations presented here are intended to be implemented concurrently, 
understanding that the bottom earning teams need capacity for growth needs to be focused on 
before the League can begin to improve its professionalism. There is enough revenue in the 
League as a whole and demand for basketball in Denmark to realistically assume that the BL can 
continue to grow. With these recommendations that directly attend to the Leagues shortcomings 
we believe the BL can grow at a rate faster than it currently does and allow themselves to create 
a strong brand and an efficient professionally run organization.  
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The main point is that the League has to think long term. This three step plan is at its quickest a 
five year plan, and likely a ten year plan. From 2006 to 2012 League attendance grew 175%231. 
So to think of this happening in the next 5-10 years would be a huge improvement. Planning for 
the future both near and far is paramount to the success of the League. 
8 Conclusion 
The basis for this project was an interest in the ability of redistribution to promote parity in 
sports leagues and test the notion that professionalism and a disjointed product were indeed 
barriers to league growth.  
The first part of this report posited that the unevenness of access to resources in the BL created a 
two tiered league that was unable to take full advantage of the growth in popularity of basketball 
in Denmark. We further concluded that the two tiered nature of the league created an uneven 
product that hindered the Leagues ability to entrench itself in its brand community through 
circuits of promotion.  
From our microeconomic two team league and NBA review we were able to explore from both a 
theoretical and practical standpoint, what tools can be used to rectify sport league inefficiencies. 
A process of taxation and redistribution to incentivize behavior was determined to aid in 
promoting parity when access to resources, and, or, access to varying sized markets are uneven.  
This led to our recommendations that taken as a whole exhibit the need to decrease dependencies 
on human and financial resources. This would provide the autonomous individual clubs the 
capacity to grow from within. As well, our recommendations acknowledge the importance of the 
BL’s relationships within its brand community and pave the way for the BL to entrench itself 
within its circuits of promotion. These recommendations will allow for increased market share, 
revenue creation and sponsorship opportunities, as well as increasing the growth of the League, 
and its professionalism.  
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